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A New Age of Excellence

&

t the Barcelona Exposition
of 1888, BACARDI rum was
Gold Medal

excellence in the production of rum.

awarded a for
The medal was crowned with a bat,
which is regarded in Catalonia, Spain, as a

of
The steady application of good judgment has

symbol conquest and good judgment.
served the Company well. As we celebrate the
10th anniversary of the consolidation of the five
separate Bacardi companies into Bacardi Limited

in Bermuda, we look back on a critical period in

our history. We celebrate the accomplishments of
the last decade, as well as the past 140 years, with
our focus on conquering new markets and new

the

rededicate ourselves to uphald the Bacardi

segments within spirits industry. We
tradition of excellence in this new age.

A single premium brand company on its
formation in 1992, Bacardi Limited is today the
producer of BACARDI rum, the world’s number
one premium selling spirit brand; MARTINI
Vermouth, Europe’s number one brand;
DEWAR’'S Scotch whisky, the number one
blended Scotch whisky in the United States; and
BOMBAY SAPPHIRE gin, the fastest growing
gin brand and one of the top ten fastest growing
brands in our industry.

Our brands do so well, we believe, because of
their consistent high quality and the excellence

they add to the enjoyment and fun of our

3 A New Age of Excellence
27 Financial Review 30 Management's Report to the
32 Consolidated Financial Statements 53 Directors and Officers

4 Bacardi Limited Ten Year Review 6 President’s Letter

consumers. Lately, cocktails have
gained a renewed cachet, with
our products leading the way.
The Company’s success has in no
way diminished our resolve to continue
to grow these and other brands. Over the past
140 years, the packaging for BACARDI,
MARTINI, and DEWAR'S has evolved with the
changing times. In recent years, the packaging for
these leading brands has changed to meet the
style and tastes of our consumers.

The evolution in our packaging will continue
to keep our brands relevant to our consumers. As
relevant as our many awards have been, today our
brands the of

promotional events and well-designed public

are subjects exceptional
relation activities, and are the cornerstones of
outstanding, innovative advertising.

Rooted in tradition, Bacardi Limited has
entered the 21st century as a strong, modern, and
contemporary business that sets both the
standards and the pace within its industry. The
Company respects the past but looks towards the
future for the new challenges and conquests it
presents for our international family of premium
brands.

A new age of excellence demands the same
high quality that has marked all our endeavors,
married to a fresh approach, slightly ahead
of its time. We are committed to excellence in

this new age.

11 Market Review
Shareholders 31 Auditors’ Report to the Shareholders
54 BACARDI SIVER 56 Worldwide Marketing 58 Cocktail Recipes
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The history of production at Bacardi is marked by world-class
processes and innovative accomplishments, which have proven
integral to the surge in growth of our business, particularly during
the past ten years.

By 1992, when the five separate Bacardi companies were

consolidated into Bacardi Limited, our Company’s manufacturing

S - - O —

The Company’s production facility inaugurated this year in Shanghai,
People’s Republic of China.

had evolved from one plant in Santiago de Cuba to fourteen plants
— eleven in North and South America and three in Europe,
primarily focused on the production of BACARDI rum.

Today, in large part due to the acquisitions of Martini & Rossi
and DEWAR'S and BOMBAY, the breadth and width of our
manufacturing facilities have grown dramatically to include thirty-
eight plants around the world. Our global production facilities
include fourteen plants for BACARDI rum and low proof
products, ten plants for MARTINI vermouth and extracts, three
plants for DEWAR’S and WILLIAM LAWSON'S Scotch
whisky, four additional malt distilleries, and twelve plants

covering a wide range of brands.

Ever on the leading edge, Bacardi has developed
revolutionary, state-of-the-art proprietary processes in a number of
areas. We have developed, patented, and successfully installed our
unique anaerobic waste treatment process in our facilities in
Catino, Puerto Rico, and Pessione, Italy. We are proud of the fact
that this innovative technology has also been licensed and installed
in several third-party facilities around the world. As a leader of
novel waste treatment processes for distilleries, Bacardi in Mexico
has developed state-of-the-art irrigation for the sugar cane fields
surrounding La Galarza. We have also developed and installed a
ground-breaking proprietary process to obtain the herbal extracts
that constitute the main ingredients in the production of MARTINI
vermouth.

Onr facilities lay claim to the highest standards of efficiency in
our industry. Bottling Line No. 2 at Westthorn in Glasgow,
Scotland, is the fastest bottling line in the Scotch whisky industry,
running more than 400 bottles per minute (bpm). Our three low
proof carbonated bottling lines, one in Jacksonville, the United
States, and two in the United Kingdom, representing the latest
technology in this category, are successfully running between 600
and 1,000 bpm. A new 1,000 bpm line is scheduled for installation
in Buxtehude, Germany, in September 2002.

Our approach to bulk product transportation is unique in the
industry, providing a competitive advantage through logistics and
cost effectiveness. We are the only spirits manufacturer to own and
operate a high proof spirits stainless steel ocean tanker ship. Our
present vessel, the Jo Spirit, is the third in a line of similar vessels.

Safeguarding the quality of our brands with the finest and
most efficient resources is the highest priority of our production

focus globally. Production excellence is fundamental in

supporting the highest standards of quality maintained by
Bacardi Limited.
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Sales: $2.450 billion Sales: $2.422 Gillion Sales: $2.214 billion
Earnings from Cperations: $421.2 million Earnings from Cperations: $477.1 million Earnings from Cperations: $365.6 million
Sales of Group Preaucts: 52.4 million cases Sales of Group Preducts: 52.7 million cases Sales of Group Products: 53.4 million cases
Bacardi Limited concludes the acquisition of The Company centralizes group treasury and Bacardi Limited focuses on a clearer strategic
the Martini &3 Rowsi group. Financial reporting functions for viore efficient vidion and building the business from the strength
control of the business, cask flows, debt repay- of Group owned leading branda.

ment, and the bedging of foreign currenciea.
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In a dynamic environment of acquisitions, new product
development, brand repositioning, and expansion into new
markets, Bacardi Limited’s marketing activities during the
past 10 years have been built on three successful strategies:
creativity, innovation, and staying close to our consumers. As
their tastes change, we must anticipate and lead.

In 1998, the Company acquired DEWAR'S Scotch
whisky. Creative advertising featuring well-known actors has
been the hallmark of the DEWAR'S campaign. To enhance
the image of DEWAR'S in the information age, we have also
devised original ways of connecting with consumers wvia
strong on-line relationship marketing programs. Consumers

have responded to our campaigns and programs with

increased loyalty or by switching from our competitors.
Our advertising for Asti MARTINI also features familiar
screen actors and actresses. Outstanding advertising has

played its part in the success of MARTINI vermouth,

The highly successful MARTINI sampling promotion in
the United Kingdom.

evidenced by winning 11 major advertising awards in the last
five years. A highly successful packaging change in 1997 has
also helped MARTINI to consistently achieve value increases
in recent years.

One notable area of focus for BOMBAY SAPPHIRE
gin has been the on-premise sector, where we have created
an exciting presence, resulting in word-of-mouth
recommendation from bar staff and loyal consumers. The
process has been strengthened by a highly successful
international public relations effort based on design and
increased visibility in the travel retail segment. The BOMBAY
SAPPHIRE brands imaginative website and displays in key
airport duty-free areas have also proved successful.

BACARDI rum has its own tradition of great
advertising. This year, distinctive new packaging has been
rolled out globally. In Mexico, the “ZUZU” campaign has
caught the imagination of entry-level consumers and supports
BACARDI Carta Blanca rum in its repositioning efforts.

BACARDI Limén rum is positioned against vodka,
allowing us to compete in usage and imagery. The launch of
BACARDI O has made an encouraging start in the United
States.

BACARDI BREEZERS are now available in more than
30 countries. Continued development of packaging and
product to meet changing consumer needs, and award-
winning advertising, such as the “Tom Cat” campaign in the
United Kingdom, have contributed significantly to the
success of BACARDI BREEZERS.

We seek to maintain the relevance of our brands as time
marches on. We constantly monitor our markets for changes
in consumer trends, ready to adapt to new consumer
preferences. Our message always reflects the Bacardi values
of quality and excellence.
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Sales: $1.919 billion
Earnings from Operations: $403.7 million
Sales of Group Products: 48.6 million cases

The five veparate Bacardi companies are
convolidated into Bacardi Limited.




Bacardi Limited proudly published its first Annual Report following the consolidation
of the five separate companies in 1992. Subsequent reports have documented the core

values that have shaped and nourished the newly formed company.

A decade after its establishment we celebrate our accomplishments inspired by our
early goals, we reflect upon our achievements while striving to conquer new
objectives, and we rededicate ourselves to our Company’s purpose “... to bring
enjoyment to our consumers by supplying premium brands and services that add

pleasure to their leisure time”.

CORE VALUES

Accountability - “Keep Your Promises”
Creativity - “If it Ain’t Broke, Break [t”
High Energy - “Do It Now, Because You Can”
Total Quality - “Think, Act and Be Number One”
Teamwork - “Help Others Without Taking The Credit”
Long Term Vision - “Invest Today Thinking Of Tomorrow”
Productivity - “All The Dollars To Invest, Not A Penny To Spend”
Family Values - “Treat Others As You Would Have Them Treat You”

o
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“The Company's superior performance this year was
delivered through a keen focus on our strategic objectives,
an innovative capacity to seize tactical and strategic
opportunities as they arise, and a vigorous pursuit of Ruben Rodriguez -
excellence that permeates every facet of our organization.” Chairman and Chief Executive Officer



Our business has experienced tremendous growth over the past
ten years in both the number and quality of our personnel based
around the world.

When Bacardi Limited was created in 1992, our Company’s
global workforce totaled 2,300 people. The Martini & Rossi
acquisition completed in 1993 presented a number of
opportunities, not the least of which was the creation of a world-
class distribution network in Europe, as well as access to a diverse
and talented pool of industry professionals.

Following the purchase of DEWAR'S and BOMBAY in
1998, we were again presented with the opportunity to grow our
business, leading to the formation of new marketing and
distribution companies in the Dominican Republic, Venezuela,
and Greece. As a consequence, our personnel today numbers
6,700 in more than 45 countries, including the newest company in
Russia.

Since the explosive growth in our personnel, we have
continued to develop our internal talent by sharing best practices
across regions. This has included active support for international
relocations of key personnel, which offer a stimulating career
experience to the individual as well as an effective means to
communicate the “Bacardi way” across our global network.

In 1991, Bacardi commenced its management development
program in conjunction with the Darden School of Business at the
University of Virginia, which is consistently rated among the ten
best business schools in the United States. This customized
program, one of the first of its kind anywhere, equips promising
young executives with the skills required to operate in today’s
challenging business environment. The loyalty and teamwork
created by this program speaks for itself: of the 200 participants to
date, more than two-thirds remain employed with our Company.

A new program cycle commenced in April 2002.
In December 2001, our Country Managers from around the

globe met for a three-day exhaustive internal analysis session
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Country Managers in front of the ‘Cortijo’ in Malaga, Spain,
December 2001.

focused on a strategic review of our business. In addition, a
number of guest speakers provided an external view covering
marketing and banking.

In March 2002, Bacardi-Martini Limited, our marketing and
distribution company in the United Kingdom, achieved the 9th
position in the list of the 100 best companies to work for in the
United Kingdom, published by the Sunday Times. This is the
second year in a row that our company in the United Kingdom has
achieved a position in the Top 10 of this survey.

Given the ongoing challenges in our business environment,
we are committed to continuously developing and improving the
skills of our employees so that Bacardi is well prepared
for the future.
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One of Bacardi Limited's strengths is its ability to distribute its
portfolio of international brands to both trade clients and
consumers around the world. Few other spirits companies rival
this distribution capability, which stands as one of our core
competencies.

Our marketing professionals create demand for our brands
and our sales staff ensures our presence in the global
marketplace. Our Product Supply Services structure ensures
that these products reach the consumer.

The acquisitions of Martini & Rossi and DEWAR'S and
BOMBAY impelled us to transform our capabilities to meet the
challenge of new brands and new markets. Today, Bacardi
Limited manages its own distribution
structure in 45 markets and, together with
a number of key partners, ensures brand
presence in more than 200 countries. All
of these brands, whether owned or
represented by Bacardi Limited, require
logtstical support to reach the consumer.

The sheer volume of cases sold by
Bacardi Limited, 73.6 million 9 litre cases
of group products this fiscal year, requires

the management of an impressive flow of

raw materials, bulk product and finished

rail or road — is organized by our Product Supply Services staff.

Organizing these movements of goods has required us to
continually investigate technical and process improvement. This
has led us to implement Electronic Data Interchange (EDI) and
interface with key business partners.

As a result, we have become increasingly reliant on the most
sophisticated systems software available, requiring significant
capital investment and the development of suitable employee
skill sets.

Pride and commitment to the goals of service excellence,
process improvement, and cost reduction permeate all stages of
the Bacardi business service cycle. When we say: “We deliver”,
we do, whether it be to the cosmopolitan cities of the United

States and Europe, the vibrant ports of the Far East and Latin

goods across the globe. For example,
more than 77 million litres of bulk rum, 12
million litres of vermouth and 1.7 million litres of other bulk
components are shipped annually from production plants to
bottling plants. Likewise, more than 43 million cases of finished
goods are exported to global markets each year.

The means to move and deliver these products — by sea,

BACARDI LIMITED

2000 At AL Rerowy

Sales: $2.795 billion
Tarnings from Operations: $543.4 million
Sales of Group Products: 66.0 million cases

The Jo Spirit being filled with high proof product in the Bahamas.

America, or to remote markets around the globe.

The world of the 21st century remains as large and diverse
as it has always been, but by improving our ability to place our
brands where consumers demand them, we have made it a more
intimate place for all of us.
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Bacardi Lirited focuses on core brands, takes advantage of
atrong cash flows to reduce debt, and convolidates it position
of atrength around the globe.

Sales: $2.693 billion
Earnings from Operations: $622.7 million

Sales of Group Products: 68.3 million cases

Fioeal Year 2001 marko the bigheat-ever
recorded net earnings recorded by
Bacardi Limited of $349 million.

Sclies: $2.861 billion
Earnings {rom Operaticns: $734.3 million

Sales of Group Products: 73.6 million cases

Bacardi Limited foeuces on its otrategic intent
to puratte new brands to nhwng(;f:z ity pnr'{fo[in,
to realize growth through riew product
Intreductions, and to puraue otrategic alliances.
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BACARDI LIMITED

RuBeN RODRIGUEZ
CHAIRMAN AND CHIEF EXECUTIVE OFFICER

Dear Shareholders:

Fiscal Year 2002 was an outstanding year for Bacardi Limited,
with record sales, record earnings, and record dividends; an
achievement in spite of the tragic events of September 11,
2001 that significantly disrupted our business in the
Northeastern United States, the world economic slowdown,
and economic and political turmoil in Venezuela and Argentina.
The Company’s superior performance this year was delivered
through a keen focus on our strategic objectives, an innovative
capacity to seize tactical and strategic opportunities as they
arise, and a vigorous pursuit of excellence that permeates
every facet of our organization. Above all, we continued to
drive the volume and value of our core brands, the best
indication of the health of our business for the future.

Two major special events affected our results for the year.
On the positive side, the Company reflected the effect of the
$155 million (net after tax withheld) cash refund from our
successful claim in Mexico related to excise taxes in prior
years. On the negative side, the Company wrote down its
investment in its joint venture in Cepas Argentinas S.A. by
$35 million reflecting the massive devaluation of the Argentine
Peso and the immediate prospects for this investment. Both
were recorded in accordance with Canadian Generally
Accepted Accounting Principles (GAAP). However, for
comparison purposes, all commentary in this Annual Report
has been made excluding these items.

Sales at $2.8 billion, after a reduction of $53 million for
foreign currency depreciation, are the highest ever in the
history of Bacardi Limited, exceeding last year by $59 million.
Operating profit at $656 million and net earnings at $360
million also exceeded the prior year and also represent the
best results ever for Bacardi Limited. These figures exclude
the special events in Mexico and Argentina. When including

these items for statutory reporting purposes in accordance

with GAAP, sales increase to $2.9 billion, operating profit
increases to $734 million, and net earnings are boosted to
$444 million. Net earnings for the year were 30% higher
than prior year. In recognition of this performance, T am
pleased to inform you that the Board of Directors has increased
the annual dividend rate payable on Bacardi Limited common
shares from $6.00 to $6.40 - a 7% increase.

As outlined in last year's report, our strategic intent for
Fiscal 2002 was to pursue new brands to strengthen our
portfolio, to realize growth opportunities through new
product introductions, and to pursue strategic alliances,
which is exactly what we did. We successfully launched
BACARDI O this year in the United States, complementing
BACARDI Limén in the growing flavored rum segment.
DEWAR'S 12 Year Old Scotch whisky was seeded throughout
Latin America markets. BACARDI Reserva was launched
broadly in the European Duty Free market during the year.
BACARDI 101 was launched in Mexico to extend our rum
portfolio. WHYTEHALL Classic Deluxe whisky, an Indian
whisky brand we acquired as a majority holding last year,
effectively doubled our case sales in that market, increasing
critical mass and profitability. Our low proof business has
been expanded into new markets with the launch of
BACARDI BREEZERS in Italy, Thailand, Japan, Brazil,
Switzerland, and the Nordic countries. We also successfully
launched BACARDI RIGO in Germany.

In a landmark development this year, Bacardi U.S.A.,
Inc. completed an alliance with Anheuser-Busch, Inc. for
the production and distribution of a new entry in the
growing high-end, flavored alcohol beverage category.
BACARDI SILVER was successfully launched nationally
in February 2002 in the United States. Early sales were

extremely encouraging, and reached 2.6 million cases in

65 PITT’S BAY ROAD, P.O. BOX HM 720, HAMILTON HM CX, BERMUDA
TELEPHONE: (441) 298-1021 TELEFAX: (441) 295-4731 E-MAIL: rrodriguez@bacardi.com
BACARD! AND THE BAT DEVICE ARE REGISTERED TRADEMARKS OF BACARDI & COMPANY LIMITED




the initial two-month introduction period. We are very
enthusiastic about the alliance with Anheuser-Busch, Inc.
and the potential for future opportunities.

Key to top line revenue growth was the performance of
our strong brands. Our core brands — BACARDI rum,
MARTINI vermouth, European Type Low Proof, DEWAR'S
Scotch whisky, and BOMBAY gin — showed combined case
sales that exceeded the prior year by 5%. This was led by
BOMBAY gin, up by 12%, and European Type Low Proof
also up 12%. BACARDI rum, up by 4%, consistently
advanced its position globally, and this year showed early
signs of a possible turnaround in Mexico. MARTINI vermouth
continued to increase its brand contribution. Our European
Type Low Proof business was boosted by the explosive growth
of BACARDI BREEZERS in the Netherlands. The softness
of DEWAR’S Scotch whisky in the United States was offset
by the record achievement in Spain, where for the first time
we surpassed the one million case mark. BOMBAY gin
continued to push double-digit growth in key markets.

Many of our local and regional brands reported excellent
results, particularly ERISTOFF vodka, that for the first time
achieved sales exceeding one million cases, recording growth
of 12%, principally in Spain, Austria, and France. CASTILLO
rum sales grew by 11%, dominating the value segment in the
United States, and maintaining strong leadership position in
Ecuador. WILLIAM LAWSON'S Scotch whisky sales grew
by 3%, with particularly strong performances in France and
Spain. CHARLES VOLNER performed well in France,
achieving growth of 2% in a highly competitive sparkling
wine market. In Canada, RUSSIAN PRINCE vodka and
REV performed well, growing by 2% and 55%, respectively.

The performance of our operations is evidence of the

pursuit of excellence around the world. In Europe and North

America, the momentum of our core brands was strong as
we continued to drive value creation. Overall volumes in
Europe for Company-owned products were 43 million cases,
5% ahead of the previous year, while in North America, we
achieved underlying volume growth of 11%, with sales of
Company-owned products exceeding 20 million cases. In
Mexico, our management team has made outstanding progress
with the redefined strategic approach in that market, where
case sales growth of Company-owned products was 9% ahead
of last year. In Central and South America, in spite of turmoil
resulting from deteriorating political and economic conditions
in Venezuela coupled with the crisis in Argentina, our markets
continued to push performance, recording sales volume growth
of 7%. The uncertainty in the region requires that we monitor
the situation carefully in the upcoming months, while closely
managing pricing, and credit and foreign exchange exposure.
In Asia Pacific, we took advantage of opportunities in the
most promising markets, such as Australia and Thailand, to
drive sales growth with BACARDI BREEZERS, while
managing overall exposure. During the year we inaugurated
our new production facility in Shanghai, People’s Republic
of China. Overall, Bacardi Limited total case sales for the
year, including agency brands, and adjusted for the disposal
of certain marginal brands in 2001, totaled 78 million cases,
an 8% growth ahead of last year.

Our financial position remains strong, our working capital
well controlled, and cash is being generated from operations
as noted in EBITDA of $712 million, which is 3% higher
than last year. This year we made total debt repayments,
excluding working capital needs at the various subsidiaries,
of $187.6 million. We repaid $140 million of the credit facility
secured for the acquisition of DEWAR'S and BOMBAY and
$47.2 million of the Private Placement that matured in August 2001.



The continued reduction of debt allowed us to improve our
debt-to-equity ratio and lower our interest expense, improving
net income for our shareholders as well as our credit standing
in the financial community.

Crucial to our strategic intent was the increase of market
support for our key brands. We continued to invest behind
these brands and drive increased marketing effectiveness
through a focus on our global priority brands. Our advertising
and promotion investment was higher than last year. As
evidence of our achievements, a number of cur campaigns
were granted advertising awards of distinction during the
course of the year, a credit to the creative and innovative
talent of our people. Among others, the “Tom Cat” campaign
for BACARDI BREEZERS in the United Kingdom, the
BACARDI promotions and graphic advertising in Argentina,
and the BACARDI August billboard campaign in Austria
were recognized as highly creative and effective campaigns.
The exciting new “ZUZU” BACARDI Carta Blanca campaign
in Mexico has been recognized for achievement in terms of
awareness. These awards, and others, confirm our ability to
make connections with our consumers in a very exciting and
intense way.

As we celebrated the 140th year of our business and the
10th year of Bacardi Limited, a number of our group
companies have also reached milestone anniversaries.
Bacardi y Compafiia, S.A., established in Mexico in 1931,
completed 70 years of operations. Bacardi Corporation
celebrated 65 years in Puerto Rico, while Tradall S.A. in
Switzerland and Bacardi-Martini Nederland N.V. in the
Netherlands both commemorated 50 years since their
establishment by the Martini & Rossi group. We celebrated
our various anniversaries with true Bacardi passion — with

pride in our heritage and enthusiasm about our future.

Looking to the future, our top priority is to ensure that
Bacardi Limited is well equipped to meet the competitive
challenges of industry consolidation and increased taxation
in key markets. This is critical in maximizing shareholder
value. To meet this objective, we have included in our business
plan for the next three years important increases in advertising
and promotions supporting our core brands, an aggressive
new product development plan, a continuation of our strategy
of filling portfolio gaps, and the pursuit of alliances with
strategic business partners that will allow the Company to
continue its growth trend in a competitive environment. These
are difficult goals to achieve. As in the past, we accept this
challenge, and we will deliver.

I wish to take this opportunity to express my appreciation
to our family of employees around the world for their
dedication, support, and the excellent execution of our strategic
objectives. I also wish to thank all of our business partners,
shareholders, and the Board of Directors for their confidence
and cooperation during this year.

Our Company is strong and well positioned for the future.
Our people are devoted to maintaining the tradition of high
standards that have become synonymous with Bacardi brands.
As portrayed in this Annual Report, we are committed to

upholding a new age of excellence for Bacard: Limited.

Ruben Rodriguez
Chairman and Chief Executive Officer




FISCAL YEAR 2002 - SUMMARY OF FINANCIAL PERFORMANCE
Actual Constant Doflar

(Expressed in Thousands of U.S. Dollars)
Adjusted For Adjusted For
Actual Actual Specizl items Special items
Fiscal Fiscal Fiscal Fiscal
March 31, 2001 March 31, 2002 March 31, 2002 March 31, 2002
(Sales 2,692,862 2,861,857 2,751,989 2,804,911
[Gross Profit 1,718,569 1,898,552 1,788,444 1,828,895
[Earnings from Operations 622,885 734,270 656,174 671,663
| Net Earnings 340,491 444,175 358,886 371,891
SALES OF GROUP BRANDS BY YEAR
Thousands of 9 litre cases (Excludes Agency Brands)
FISCAL 1998 54,219
FISCAL 1999 ! N ' 58,600
FISCAL 2000 | | 65,963
FiSCAL2001 [ __ | s8,286
FISCAL 2002 | ] 73,588
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FISCAL YEAR 2002 - SALES OF GROUP BRANDS BY REGION f S &
Thousands of 9 litre cases (Excludes Agency Brands) 5 5 5?\
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EUROPE (58%) 42,844 NORTH AMERICA (28%) 20,749
09‘»
FISCAL YEAR 2002 - SALES OF GROUP BRANDS BY CATECORY o S
L

Thousands of 9 litre cases (Excludes Agency Brands)

HIGH PROOF (43%) 31,629
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Launched in 2002, the new BACARDI Carta Blanca rum eVOHUtiOH n

e

packaging is u signilicant improvement in relevance and differentiation.
It features the Bat Device, 2 unigue split label design, and a more premium
d with embessmg. We feel confident this evolution will fuel

bnlllc moi
iec ieade:fs%ip of BACARDI Carta Blanca rum within the

the contl

PTremium spirit segment for many years to come.
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Couniry:

Country:
City:
Exposition:
Date:
Award:

France
City: Paris
Exposition. Exposition
Universelle de 1900
Date: August 18, 1900
Award: Gold Medal

France

Bordeaux

XIII Exposition de Bordeaux
1895

Diploma of Honour

Bacardi display at the
Exposicién Nacional
in Havara, Cuba.

Country: Cuba
City: Havana
Exposition: Exposicién Nacional
Date: March 13, 1911
Award: Grand Prize for
Industries for
Exhibit in Rum

Country:
City:
Exposition.
Dale.
Award:

Barcelona

Exposicién Universal
Cctober 9, 1888

Cold Medal for Excellence in a
Rum Product

Couiitry: France
City. Paris

Fxhosition: Exposition Universelle de 1889

Date: September 29, 1889
Award: Gold Medal

Country:
City: Chicago

Date: 1893

United States of America
Exposition: World's Columbian Exposition

Award: Gold Medal for General Excellence
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El intendante Oansral

1890s

Certificate by Her Majesty, the Regent Maria Cristina authorizing the use of the
Royal Spanish Coat of Arms on the labels of BACARDI rums dated, April 12, 1888.

Portrait dedicated to Bacardi
by His Majesty, King Alfonso XIIL
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19408 Deon Facundo Bacardi Massé's signature from 1862. ,@ﬁ
Royal Spanish Coat of Arms
/ =\\ from 1940s BACARDI label.
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Country: Cuba
City: Matanzas
Exposition: Exposicién
de Matanzas
Date: July 4, 188t
Award: Silver Award
of Merit

BACARDI

SUPERICR
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A GOLD ESEBDAL:
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Crellmr

Country:

City:

United States
of America

Buffalo

Pan-American
Exposition
Date: 1901 ¥
. Gold Medal for Rum

Exposition:

CASA FUiqDADA EN CUBA
@%m ———BER —

Country: United States of America
City: St. Louis
Exposition: Louisiana Purchase Exposition
Date: 1904
Award: Grand Prize Country: United States of America
City: San Francisco

Panama-Pacific International Exposition

1915
Medal of Honor for an Exhibit of Liquor

Exposition.
Date:
Award.
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Market Review

In recent years, both traditional and
contemporary cocktails have been finding
their way into nightcluby, bars, and
restanranty [/:/'mgq/)ﬂ/u‘ the world. The
BACARDI Cuba Libre remacns at the
forefront of thiy movement as one of the moat
popular cocktails in the world.

This market review section showcases the
excellence we add to the enjoyment of our
conoumers through the mixability and
qguality of owr premiun brands.

EUROPE

SPALR

We benefited from another successful
year in Spain, with a good performance
across all key brands and overall
volume growth of 5%. BACARDI rum
performed well, with a positive growth
trend for BACARDI Carta Blanca rum
and BACARDI 5 Year Old throughout
the year. BACARDI Limén rum,
launched nationally during the first
quarter of the year, showed an
encouraging level of activity in the
trade.

We are challenged this year as our
largest vermouth market experienced
declining aperitif consumption and an
overall destocking by the trade.
MARTINI vermouth progressed
efficiently to secure and develop the
volume levels achieved over the past
five years, with total sales that were in

line with last year.
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Cheersy

DEWAR'S Scotch whisky
continued to feature prominently in the
dynamic Scotch whisky segment,
setting new records in sales and market
share, with case sales exceeding the one
million case mark for the first time.
BOMBAY gin continued to make
steady progress, while ERISTOFF
vodka, WILLIAM LAWSON'S Scotch
whisky, and BACARDI BREEZERS
also contributed to overall volume

growth for the fiscal year.

UNITED RINGRTM

o))

2\
BACARDI Carta Blanca rum
recovered, with strong sales for the
year up 5% from last year. This
performance was the result of a
reduction in the importation of product
from other countries, as well as
improved consumer demand.
Competition in the low proof
market intensified with the
proliferation of new products in the
category and with the heavy

discounting tactics of many of our

BACARDI Mojito
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\ Major price increases were successfully

ENGLISH

competitors. Consequently, while
BACARDI BREEZERS continued to
gain distribution, growth in the rate of
sale for the brand declined.

While sales of MARTINI vermouth
were affected by the general depression
of the vermouth category, case sales of
Asti MARTINI were particularly
strong this year, aided by effective
promotional programs. BOMBAY
SAPPHIRE gin continued to make
good progress in the domestic market,
but the reduction in international travel
after September 11th affected duty free

and travel retail sales.

\
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implemented in a move to harmonize

our prices across Europe, an
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the newly introduced BACARDLI
RIGO. Sales of BACARDI
BREEZERS were 32% ahead of last

implementation that primarily affected
BACARDI rum and MARTINI
vermouth. Sales were slightly lower
than last year, although both brands year, an improvement backed by
performed better than expected. effective consumer promotions and the
BACARDI Limén grew significantly, particular success of the Orange and

Lime cans. BACARDI RIGO,

Jlaunched early in the fiscal year,

with sales 16% ahead of last year.

MARTINI D’ORO outperformed all
other labels in terms of growth rate, experienced outstanding consumer
thanks to concentrated advertising acceptance and was elected the

support. Although MARTINT Prosecco

was challenged by pressure from low

Number One innovation in the spirits

sector.

R

BACARDI rum benefited from a

focused brand positioning strategy,

priced products, case sales grew by 7%
ahead of last year. \
Our low proof business had a

strong year, with a good performance

by both BACARDI BREEZERS and

with a clear effect on brand image and
a directly beneficial impact on sales.
BACARDI Carta Blanca rum and our
dark rum range gained share in a

growing market.

BACARDI 8 Hemingway
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ITALIAN

Last year’s reported growth of sales of
MARTINI vermouth continued during
this fiscal year, a brand turnaround
confirmed by consumer data. Sales
were 3% ahead of last year, the result
of an effective display program in the
modern distribution networks and
effective promotional efforts in both
the off- and on- premise markets,
aimed at sustaining consumption.

The sparkling wine category
experienced a market slowdown that
increased competitor aggressiveness in
terms of pricing and resource
allocation. Sales of our sparkling
wines reached record market share,
excluding the discontinued low margin
gift basket business.

Steady momentum in the
distribution and on-trade visibility of
BACARDI BREEZERS and
ERISTOFF ICE has confirmed the

potential of the brands.

. MARTINI vermouth continued to
make good progress in both volume
and value share, sustained by the new
“Veramente taliano” campaign and a
premium pricing policy which positions
MARTINTI vermouth closer to light
spirits.

While the growth rate of
BACARDI rum sales declined due to

the reduction of stock importation to
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the United Kingdom, the brand
maintained its market share, with sales
9% ahead of last year.

CHARLES VOLNER performed
well in the difficult sparkling wine
category, maintaining its leadership
position. WILLIAM LAWSON'S
Scotch whisky reported excellent
results, due mainly to the litre size and
to increased promotional activity. Our
remaining key brands, DUVAL
PASTIS, PEPPERMINT GET, and
ERISTOFF vodka, continued their
impressive growth trend in both

market share and volume.

== _

TOTAL SALES OF GROUP BRANDS
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5E NETHERLANDS

Y Our business in the Netherlands

enjoyed a banner year, with an
explosion in sales of BACARDI
BREEZERS exceeding expectations,
and a good development of both
BACARDI Carta Blanca and
BACARDI Limén. Other low proof
brands, BACARDI Premix cola cans,
MARTINI METZ, MARTINI
FIERO, and ERISTOFF ICE,
developed well, contributing to a

successful year.

SAPPHIRE Summer
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\ BACARDI rum continued to progress

well in the expanding white spirits
market, with solid growth of 7%.
MARTINI vermouth developed
further this year to gain consumer sales
and market share.

Sales of ERISTOFF products
surged as a result of both on- and off-
trade activity and the exceptional
growth of the vodka market. Sales of
BACARDI BREEZERS were
depressed for the first part of the year,
due to the discontinuation of stock

importation into the United Kingdom.

\
R While a difficult economic situation

generally affected the wine and spirits
market, our white spirits business,
primarily BACARDI rum, ERISTOFF
vodka, BOSFORD gin, and
BOMBAY gin, benefited from a

category.

Sales of BACARDI Carta Blanca
rum grew progressively throughout the
year, although at a lower rate than in
previous years. ERISTOFF vodka
benefited from the growing popularity
of vodka among entry level consumers.

MARTINI vermouth experienced
depressed sales due to the overall

decline in the market, while

BACARDI Piiia Colada

P
ad
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GERMAN

WILLIAM LAWSON'S Scotch
whisky was successful in maintaining
its position and growing its market
share.

Our low proof business was boosted
by the solid performance of BACARDI
BREEZERS in tourist areas.

growing consumption trend in that =2
‘:’%._/;__\\3

=t
TN

\\ Sales of DEWAR’S Scotch whisky

were stable for the year. A marginal
improvement in market share has been
confirmed by consumer data.

After several years of decline,
BACARDI rum had a good sales
performance during the year as a result
of effective on-premise brand building
programs. MARTINI vermouth
continued to develop positively.

Our low proof business in Greece
maintained momentum, with
BACARDI RIGO and BACARDI
BREEZERS performing reasonably
well, and posting increases in the

tourist market in the islands.

EASTERN EUROPE, MIDDLE
EASY AND AFRICA

Our companies in Peland and
Hungary posted positive performance
trends, particularly with BACARDI
rum and MARTINI vermouth. Of note
1s the success of the recent introduction

of BACARDI BREEZERS in
Hungary.




We have set up our own distribution
company in Russia, which started
operations in March 2002. Our
businesses in the Middle East and
Africa continued to prosper.
Particularly noteworthy is the sales
recovery of DEWAR'S WHITE
LABEL Scotch whisky in Lebanon.

NORTH AMERICA

=== UNITED STATES
\ ==

Fiscal Year 2002 was a record year for
our operations in the United States,
despite a difficult business environment
resulting from the tragic events of
September 11th and the subsequent
economic downturn, which particularly
affected the important New York area
markets. Excellent results were
achieved by maintaining core volume
while increasing prices across the
portfolio, introducing BACARDI O
and BACARDI SILVER, and growing
sales of BOMBAY SAPPHIRE gin.

BACARDI rum enjoyed a strong
year with sales growing by 5% to 7.9
million cases. BACARDI Carta Blanca
rum, BACARDI Gold, and BACARDI
1561 grew by 1% and continued to show
progress in the recruitment of entry
level consumers.

BACARDI O was successfully
introduced. Together with BACARDI

Limén, the brands sold over 1.2 million

Slalinihie

cases in the growing flavored rum
category. The brands grew by a
combined 33% and command a strong
presence in on-premise accounts.
CASTILLO rum dominated the value
segment, growing by 7% to 1.2 million
cases.

Sales of DEWAR'S Scotch whisky,
the Number One Scotch whisky in the
United States, experienced a softness
in volume, due primarily to the
economic difficulties in the New York
and New Jersey markets. Despite this
decline, DEWAR'S Scotch whisky
outperformed its competition and grew
its market share in the mature Scotch
category.

BOMBAY gin achieved an
extraordinary rate of growth, with

sales reaching 744,000 cases.

GAELIC/SCOTTISH

BOMBAY SAPPHIRE gin continued
to be one of the hottest premium
brands in the United States market.

In October 2001, an agreement was
reached with Anheuser-Busch, Inc. to
manufacture and distribute BACARDI
SILVER, a 5% malt beverage made
with the flavars of BACARDI rum and
citrus, designed to compete in the
growing low proof flavored beverage
category. The brand was introduced in
February, with significant early
success. During the February-March
2002 introduction period 2.6 million
cases were sold.

During the year, progress was made
towards closing category gaps in our
portfolio through acquisitions and

internal new product development.

LIMON Cosmopolitan
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This year was a challenging one for our
operations in Canada, primarily due to
September 11th, coupled with a
sluggish economy. Nevertheless,
positive results were achieved through
a focus on core brands, particularly
BACARDI Carta Blanca, BACARDI
Gold, BOMBAY SAPPHIRE gin, and
our low proof products. Overall case
sales of our group products grew by
7% to reach 2.6 million cases.
BACARDI Carta Blanca recorded
modest growth within a flat rum
category, while BACARDI Gold and
BACARDI Limén outpaced the spirits

=
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category with growth of 7% and 8%,
respectively.

BOMBAY SAPPHIRE gin is now
in its third consecutive year of double-
digit growth, ahead of last year by
17%. DEWAR'S Scotch whisky
experienced modest growth in
consumption this year.

Last year's new low proof entries,
REV and the BACARDI BREEZERS
flavor extension, Pink Grapefruit,
continued to show explosive growth.

RUSSIAN PRINCE vodka gained
2% in case sales ahead of last year in a
category that became aggressively

more competitive and price driven.

BACARDI-MARTINI Presidente

Aagh)
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\ Puerto Rico suffered from the

economic downturn in the United
States and the decline of tourism
precipitated by September 11th.

Additionally, our operations in
Puerto Rico focused on realigning their
business strategy to achieve
compatibility with the growing number
of local and international chain stores
now dominating the market, as well as
with the marketing strategies for the
BACARDI rum brand. Strategic
changes included a reduction of
wholesaler inventory levels for
BACARDI rum, as well as an
aggressive price increase. While
fundamental to establishing a strong
basis for long-term progress of our
brands, this action had a short-term
effect detrimental to volumes.

Sales of BACARDI Carta Blanca
rum were 26% lower than last year.
The launch of BACARDI O in
September 2001 provided the brand
with a dominant position for future
growth.

On the upside, the market benefited
from the strong performance of
DEWAR’'S WHITE LABEL
throughout the Cartbbean. DEWAR'S
Scotch whisky enjoyed 8%




growth, led by the export Caribbean
market as the brand has penetrated
domestic segments. Capitalising on this
growth, DEWAR'S 12 Year Old
Scotch whisky was successfully
launched mid-year.

DO NICAN REPUBLIC
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Sales of DEWAR'S Scotch whisky

reached the highest level ever in the

Dominican Republic market, a record
achieved in spite of volatile conditions,
which included heavy price discounting
by competitors and huge tax reform
measures that negatively affected many
industries, especially the liquor
industry. The brand, currently the
hottest selling spirit in the Dominican
Republic, has grown its market share
significantly in a declining category.
DEWAR'S 12 Year Old Scotch whisky
experienced excellent consumer
response, and has performed to target,
thanks to aggressive off-premise
activity and a new TV campaign.
BACARDI rum had the best year
since the company’s establishment in
the Dominican Republic, doubling case
sales since last year as a result of
aggressive promotions aimed at the
domestic market, rather than the

traditional tourist sector.

=Salud
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| Our plant in Nassau increased bulk

rum production 24% ahead of last year
to meet the increased demand for
BACARDI BREEZERS in Europe,
which comprises 41% of our total rum
bulk exports.

During the year, we completed the
crucial phase of our projected fire
protection system, designed to protect
our aged rum inventories in all seven of
our aging warehouses.

In a domestic market affected by the
economic downturn in the United
States, our two major brands,
BACARDI Carta Blanca rum and
BACARDI Gold rum, performed
better than expected, although sales of
both brands were below those of last

year.

Perfect MARTINT Manhattan
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SPANISHI

MEXICO

During the course of this fiscal year,
our new management team in Mexico
focused on the execution of a redefined
market strategy to revive BACARDI
brand health through product
improvements, relevant campaigns, and
intense marketing efforts. Further, new
products focusing on rum, tequila, and
low proof categories were being
developed to satisfy changing
consumer preferences.

A number of brands were

re-launched with new presentations,

including BACARDI Afiejo rum,
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BACARDI Gold, and BACARDI
Solera. Mexico was the first country to
launch the new BACARDI Carta
Blanca rum bottle and label, an image
transformation supported by a new
exciting ad campaign and strong
promotional activity. In terms of new
product introduction, BACARDI 101

was launched to extend our rum

portfolio. In addition, CAMINO

DEWAR'S & Ginger Ale
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DEWAR'S SCOTCH WHISKY SALES
Thousands of 9 litre cases

REAL tequila became a sound option
in the mixto-resposado segment, and
BACARDI BREEZERS tested
successfully in important resort areas.

The spirits market in Mexico
experienced a 13% decrease in sales
volume, primarily a result of growth in
the beer market and in the low proof
category. Our brands sustained a 69%
share of the rum category while
holding a 23% share of the Mexican
spirits market. In this context, sales of
BACARDI Carta Blanca were 14%
ahead of last year, and sales of
BACARDI Afiejo and BACARDI
Solera grew by 4%.
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VIEJO VERGEL brandy and
WILLIAM LAWSON'S Scotch
whisky both increased market share,
with sales growth of 22% and 10%,
respectively.

Intense government negotiations
resulted in an ad valorem excise tax
being reduced from 60% as originally
approved, to 50%. Finally, during this
year we successfully resolved a legal
claim related to increases in excise
taxes imposed and paid in 1998 and
1999. In the settlement, as ordered by
the Court, Bacardi y Compafifa

received U.S. $155 million net after tax
withheld.
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BOMBAY GIN SALES
Thounands of 9 litre cases

CENTRAL/SOQUTH AMERICA

The political and economic

environment continued to deteriorate
throughout the year, culminating in a
30% devaluation of the local currency

in February 2002. Our immediate

SAPPHIRE Sling ! )
f
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exposure to this devaluation was
negligible, thanks to our policy of
maintaining several months of pre-paid
landed inventory of DEWAR'S Scotch
whisky.

Local consumption of DEWAR’S
WHITE LABEL Scotch whisky grew
by 11%, maintaining its share of the
total Scotch market despite the
continued strong growth of low-priced
brands, which now account for 60% of
the market. In the premium standard
Scotch segment, we maintained our
volume, market share (50%), and
image leadership while commanding a

price premium ahead of our nearest
competitor.

We also launched WILLIAM
LAWSON'S Scotch whisky to compete

RS R
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at the high end of the large and
growing value segment. Initial results
indicate meaningful sales potential for
the brand.

BACARDI Limén rum maintained
its position as the leading imported

white spirit in the market.
=,
Despite a promising start to the year,
the effects of the Argentinean economic
crisis, a severe domestic energy crisis,
and the results of government
monetary and fiscal policies designed
to control inflation by depressing
consumer demand, combined to ensure
a difficult macro-economic
environment in which to operate.

However, our ability to implement

strong and effective sales, advertising,

and promotional activity, as well as
several new product development
initiatives, enabled us to grow total
company volumes by 14%.
Contributing to this performance were
24% growth for BACARDI rum, 78%
growth for BACARDI Limén in
particular, the reversal of MARTINI
vermouth's decline of previous years
with a performance 16% ahead of last
year, and a good performance from our
other lines, such as vodka, which grew
by 52%.

We launched two entries in the low
proof ready-to-drink segment,
including BACARDI BREEZERS and
BUDWEISER beer, for which we
obtained the exclusive distribution
rights. Additional new product
development projects were started
during the year in anticipation of a

launch in the upcoming fiscal year.

DEWAR'S 12 on the Rocks
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RUSSIAN

With this year’s performance, we
are starting to see a positive effect
resulting from the company’s new
organizational structure, commercial
policy, and distribution model,
implemented last year to combat

declining conditions.

OTHER LATIN AMERICAN
MARKETS

With the exception of Ecuador, which
enjoyed significant growth after
successfully converting to a U.S.
dollar-based economy, the markets in
northern South America had a weak
year, with flat BACARDI rum sales.
Despite this, our brand maintained 1ts
leadership position as the Number One
imported white spirit and continued to
enjoy excellent brand image within its
target consumer group. This has
permitted us to significantly increase
profitability versus the prior year.

In Ecuador, our joint venture
company, Industria Licorera
Iberoamerican ILSA S.A., performed
very well, growing total volumes by
32% ahead of last year. CASTILLO
rum maintained a strong leadership
position.

The meltdown in the Argentinean
economy in December and January
impacted the long-term health of our
business in this market. We were

protected to some degree by receipt of

the dividend from Cepas Argentinas S.A.




in advance Of the severe devaluation Of

the Argentinean Peso, and by the

accumulation of BACARDI rum stock |}

in anticipation of a packaging change.
Thus, BACARDI rum shipments to
Argentina were in line with
expectations. BACARDI rum received
the “Best Brand Award” from the
leading local drinks magazine on the
strength of our marketing, promotions,
on-premise execution, and product
quality.

Uruguay was greatly affected by
the Argentinean crisis, with total
company volumes falling, although
brand health and market share grew
for all key brands. In Chile, the strong
growth of previous years for
BACARDI rum continued, which
enabled us to record a 7% volume
increase in the Southern Cone, despite
the area’s economic difficulties.

Sales of BACARDI rum grew in
Nicaragua and in El Salvador. In
Honduras, our Jargest BACARDI rum
market in Central America, case sales
reached last year's volumes,
consolidating our leadership position
despite a host of new competing
entries. Although we suffered a decline
in Guatemala due to a new excise tax,
in Costa Rica we began to see a
turnaround for BACARDI rum sales.
In Panama we continued to hold a
solid position, with BACARDI Carta

Blanca consumption growing.
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Following the acquisition of our
distribution company last year, we
focused on improving the operational
efficiency of the organization, and fully
integrating it within the Bacardi group.

BACARDI BREEZERS had a
successful year, with three new flavor
introductions readily accepted by the
trade. Local consumption increased by
10% ahead of last year, a result of an
excellent distribution and a high
visibility drive, particularly in the off-
premise market. Competitive pressure
in the low proof category intensified,
however, posing a significant challenge
for the future.

Our priority spirits brands,
BOMBAY SAPPHIRE gin and
BACARDI Carta Blanca, performed in
line with expectaticns. Sales of
BACARDI Carta Blanca indicated a

progression for growth potential.

Low consumer confidence, and a
corresponding significant reduction in
the premium on-premise market,
resulted in a particularly difficult
environment for premium imported
spirits. BOMBAY SAPPHIRE gin and
BACARDI Carta Blanca both suffered
in this context, although the brands
continued to outperform their
competitive set.

BACARDI BREEZERS was
launched nationally in September 2001
with modest success, supporting the

view that our greatest short-term

BACARDI Daiquirf ’ 5
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potential for a break-through in Japan
is in the low proof category. We
continued to review all available
options in an effort to accelerate the

Increase in distribution and visibility

for the brand.

) e

| Our operations in India successfully

integrated the acquisition of Whyte &
Mackay (India) Limited and re-
launched WHYTEHALL Classic
Deluxe whisky, the key brand in this
portfolio. This acquisition was
instrumental in more than doubling

total group sales in the market, with a

portfolio that provides us with critical
mass to create a profitable platform for
the future.

The difficult economic and political
environment, combined with significant
increases 1n excise duties over recent
years, placed considerable pressure on
the premium spirits category. Sales of
BACARDI Carta Blanca declined in

this context.

During the second quarter of the fiscal
year, we inaugurated our new
production facility in Shanghai. We are
now in the process of finalizing plans
to re-launch our low proof product,
BACARDI JAZZ, and to introduce
BACARDI BREEZERS nationally.

MARTINI Orange Delight
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These initiatives in our low proof
business have been complemented by
the successful integration of our high
proof portfolio into our wholly owned
distribution company, Shanghai
Dragon Bat Wines and Spirits Ltd.

Negotiations with William Grants
were successfully completed to enable
us to represent their portfolio, with a
focus on GLENFIDDICH as a
credible alternative in the premium

whisky category.

OTHER ASIA PACIFEC
MARKETS

Our business in Thailand continued to
grow well beyond initial expectations,
fuelled by the success of BACARDI
BREEZERS, which was launched in
test markets in Bangkok last year.

In Malaysia, our business continued
to perform strongly, with
BENEDICTINE liqueur, BACARDI
Carta Blanca, and DEWAR’S 12 Year

Old achieving sales ahead of last year.
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Launched in 1997, the new MARTINI vermouth

designed to em,phasize the key elements that

simplifying and modernizing their presentatio
carefully retains the balance of elements that ovl
enriched the personality of this world-famous
the MARTINI label is a celebration of the ne
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Egypt
Alexandria
Agrarian, Artistic and Industrial Exposition
October 1, 1870

Gold Medal Diploma
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Weltausstellung 1873 in Wien
August 18, 1873

Gold Medal Diploma
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Country: Belgium
City: Antwerp
Exposition: Exposition Universelle
Date: September 14, 1885
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Country; United States of America
City: Philadelphia
Exposition: International Exposition
Date: September 27, 1876
Award: Gold Medal
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Country: France
City: Bordeaux
Exposition: Exposition Universelle des Vins
Date: 1882
Award: Gold Medal Diploma
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Certificate signed on April 16, 1868 by His Majesty, the
King Vittorio Emanuele Il authorizing the use of the House
of Savoy Coat of Arms on the labels of MARTINI.
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Country: ltaly
City: Rome

Exposition: Circolo Enofilo Italiano

Date: 1911
Award: Gold Medal Diploma

Country: Ireland
City: Dublin

Date: 1865
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Exposition: Arts and Manufacture Exposition

Award: Gold Medal
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On November 26, 1958, the Italian Ministry of
Agriculture and Forestry, alongside the ltalian
Ministry of Industry and Commerce and the ltalian
Ministry of Finance, confer upon
Martini & Rossi the Number One license to produce
and bottle with the intent to sell vermouth.
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Financial Review

BASLE CF PmePakar.Cx

¢

The following financial review compares, on an actual and constant dollar
basis, the results of the Company for the fiscal year ended March 31, 2002 with
the results for the fiscal year ended March 31, 2001.

The constant dollar results of the fiscal year ended March 31, 2002 have
been translated using the same average exchange rates as those that were used
in the translation of the results for the fiscal year ended March 31, 2001. The
use of the constant dollar basis eliminates the effect of exchange rate
fluctuations on the comparison between fiscal years.

Two major special items have significantly impacted the consolidated net
earnings for fiscal year 2002. On the positive side, the Company received a
settlement of $155 million (net after tax withheld) awarded from a claim with
the Supreme Court in Mexico related to increases in excise taxes imposed and
paid in 1998 and 1999. The effect on consolidated net earnings for 2002 was
$119 million net of all related expenses. On the negative side, the Company
wrote down its investments in Cepas Argentinas S.A. by a total of $35 million
reflecting the massive devaluation of the Argentine Peso and the immediate

prospects for this investment.

Actual  Constant Doflar
Adjusted For Adjusted For

FISCAL YEAR 2002 - _SUNM“ARY OF Actual Actual Special Items Spedial ltems
FINANCIAL PERFORMANCE Fiscal Fiscal Fiscal Fiscal
(Expressed in Thousands of U.S. Dollars) March 31,2001 March 31,2002 March 31,2002 March 31, 2002
iSates] LB ATBIEED 2,804,911

feicsYeroti - ' 100560  UMEBSER (700440 1,829,995

| Sallfig Gener) end Adminisive Gpemes UACHERL 106268 08590 1,158,326

JEamningslizom] TOIH  GHRIIL 671669

‘ EXpenses WL 150660  WEIIE 220426 |

NeGewie ORGSO G007 SROE0E 371,891 |

All further analysis and commentary on the consolidated statement of
earnings in this annual report are presented after the exclusion of the Mexico
excise tax settlement and the write down of the investment in Argentina.

@PERATING R[E

Bacardi Limited had an outstanding year and achieved record sales, earnings
from operations, and net earnings in spite of the effect of the tragic events of
September 11, 2001 and economic uncertainties in many parts of the world.
Earnings from operations increased by $49 million, or 8%, over the prior year,
on a constant dollar basis. The Company generated net earnings of $360 million
in Fiscal Year 2002 which is $31 million higher than the prior year on a

constant dollar basis.
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Record high sales of $2.8 billion were reached in Fiscal Year 2002. On a
constant dollar basis, this represents an increase of $112 million, or 4%, on
last year’s performance. This increase was mainly due to the excellent
performance of our core brands and continuing growth in our local and
regional brands worldwide.

Sales of high proof products increased by $104 million compared to last
year, on a constant dollar basis. Our premium brands generated strong
growth in sales, particularly BACARDI! rum in the United States, Mexico,
Spain, Canada, and the United Kingdom. BOMBAY gin continued to grow
in the United States and Europe. The events of September 11th affected
DEWAR'S sales in the United States while the brand performed well in other
key markets such as Spain and the Dominican Republic.

Sales of total mid proof products during the Fiscal Year 2002 were $593
million, $15 million above last year on a constant dollar basis, primarily
represented by increased sales of MARTINI vermouth in Europe.

Sales of low proof products grew this year to $407 million, an increase
of $20 million over last year, on a constant dollar basis. This increase is
attributed mainly to the continuing development of BACARDI
BREEZERS in Europe with the major growth coming from the Benelux
market and introduction of the brand in Italy. In the United Kingdom, sales
of BACARDI BREEZERS were 4% below last year as a result of

aggressive competitive price promotional activity in the marketplace.

FPROZIT

}

“n

Total gross profit for Fiscal Year 2002 was $1.8 billion, or $119 million
above the previous year in constant dollar terms. Gross profit as a
percentage of sales increased from 63.5% last year to 65% for this fiscal year.
The improvement in gross profit was a factor of improved sales of higher
margin core brands and the reduction of lower-margin agency brand sales in

Europe and Puerto Rico.
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623 r Selling, general and administrative expenses as a percentage of sales were in
600 <13 } — ™ line with last year at 41% on a constant dollar basis. Advertising and
— i promotion expenses increased by $34 million on a constant dollar basis,
00— i o o reflecting a continued additional investment to support sales growth in our
400 _‘ _ L core brands. On a constant dollar basis, other operating expenses were in line
‘ ! ; | with last year.
0 - L —
- | OTHER ENPENSES
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Other expenses include net interest expense, income tax provision, and the
00 . i amortization of intangible assets. Strong operating cash flows and improved
& \}@‘} @2}: Q@i}:—: utilization of cash balances facilitated a substantial repayment of debt during
5 N s w:i&“ $:f;o“” the fiscal year, resulting in interest expense that was $26 million lower than
& ® *\(\:o“o ,»@”g\*o in the previous fiscal year. The prior year includes income of $21 million from
& FE the sale of the non-core distribution rights in Puerto Rico and of the regional
brands in France, with no corresponding amount in the current fiscal year.
EARNINGS FROM OPERATIONS
(Bxpressed in Alillions of U.S. Dollara) CONDITIEN
The Company maintained its strong cash position, with operating cash flow
400 from business operations (EBITDA) in Fiscal Year 2002 of $712 million,
360 7z which was greater by $73 million, or 11%, than last year on a constant dollar
350 - basis. Operating cash flow as a percentage of net sales on a constant dollar
T ; basis remained strong at 27%. This strong operating cash flow and cash
300 - . o surplus realized during this year, enabled the Company to reduce its
250 __ _‘ outstanding debt. The Multicurrency Credit Agreement was reduced during
‘ ; the fiscal year by repayments totaling $140 million. Considering this and other
200 ; o . debt repayments, net debt was reduced to $1.5 billion at March 31, 2002.
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The management of Bacardi Limited is responsible for the preparation, integrity and fair presentation of the
consolidated financial statements and other information contained in this Annual Report. The financial statements
were prepared in accordance with accounting principles generally accepted in Bermuda and Canada and, where
appropriate, include amounts based on management’s judgement and best estimates. Other financial information

presented in this Annual Report is consistent with the data contained in the accompanying financial statements.

It is the Company’s policy to establish and maintain a system of internal accounting and administrative controls, to
provide reasonable assurance that the financial information is accurate and reliable and that Company assets are
adequately accounted for and safeguarded. The system includes a defined organizational structure and appropriate
division of responsibilities; established policies and procedures that are communicated throughout the Company;
careful selection, training and development of employees; and an internal audit program. Policies and procedures
prescribe that all employees are to maintain high standards of proper business practice. The Company believes it
maintains an effective system of internal control, reliable financial reporting systems and dependable safeguards

against unauthorized acquisition, use or disposition of assets.

The Board of Directors oversees the Company's systems of internal accounting and administrative controls through
its Audit Committee, which is comprised of directors independent of management. The Audit Committee meets
regularly with representatives of the Company's external auditors, internal audit staff and management, to satisfy
themselves that Bacardi Limited's internal control policies are being followed. In addition, the Audit Committee

meets regularly with the external and internal auditors to provide a forum for open discussion of any issues.
The consolidated financial statements have been reviewed by the Audit Committee and, together with the other
required information in this Annual Report, have been approved by the Board of Directors. In addition, the

consolidated financial statements have been audited by PricewaterhouseCoopers, who were given unrestricted

access to all financial records and related data and whose report is included in this Annual Report.

,%%W

Ruben Rodriguez Ralph Morera
Chairman and Chief Executive Officer Vice Preaident Finance and Cheef Financial Officer

Hamilton, Bermuda

May 16, 2002
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Auditors’ Report to the Shareholders ©

We have audited the consolidated balance sheet of Bacardi Limited as at March 31, 2002 and the consolidated
statements of earnings, retained earnings and cash flows for the year then ended. These financial statements are the
responsibility of the Company's management. Qur responsibility is to express an opinion on these financial
statements based on our audit.

We conducted our audit in accordance with auditing standards generally accepted in Bermuda and Canada. Those
standards require that we plan and perform an audit to obtain reasonable assurance whether the financial statements
are free of material misstatement. An audit includes examining, on a test basis, evidence supporting the amounts and
disclosures in the financial statements. An audit also includes assessing the accounting principles used and significant

estimates made by management, as well as evaluating the overall financial statement presentation.

In our opinion, these consolidated financial statements present fairly, in all material respects, the financial position
of the Company as at March 31, 2002 and the results of its operations and the changes in its cash flows for the year
then ended in accordance with accounting principles generally accepted in Bermuda and Canada.

Chartered Accountants
Hamilton, Bermuda

May 10, 2002
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For the Year Ended March 31, 2002
(Fcpreseed in Thowsands of U.S. Dollars)

o ; ,
S (See Supplemental Schedule)

March 31, March 31,
2002 2001
$ $
SALES (mncluding excise tax refund of $109,108 in 2002, Note 1) 2,861,097 2,692,862
COST OF SALES 962,545 982,293
GROSS PROFIT 1,898,552 1,710,569
SELLING, GENERAL AND ADMINISTRATIVE EXPENSES 1,164,282 1,087,884
EARNINGS FROM OPERATIONS 734,270 622,685
OTHER INCOME (EXPENSES)
Interest income (ncluding interest on exclse tax refund
of §127,869 in 2002, Note 1) 132,368 8,850
Interest expense (128,800) (154,557)
Amortization expense (Note 7) (103,640) (105,006)
Miscellaneous (expense) income - net (Note /) (30,589) 26,534
(130,661) (224,179)
EARNINGS BEFORE INCOME TAXES
AND MINORITY INTEREST 603,609 398,506
PROVISION FOR INCOME TAXES (Notes 1 ¢716) 153,878 53,640
EARNINGS BEFORE MINORITY INTEREST 449,731 344,866
MINORITY INTEREST 5,556 4,375
NET EARNINGS 444,175 340,491
Comnsolideted Statement of Retained Earrings
For the Year Ended March 31, 2002
(Expressed in Thowsands of U.S. Dollars)
March 31, March 31,
2002 2001
$ $
RETAINED EARNINGS - BEGINNING CF YEAR 1,475,896 1,261,071
NET EARNINGS 444,175 340,491
LONG-TERM INCENTIVE PLAN REDEMPTIONS (Note 11) (65,821) (109)
DIVIDENDS PAID (Note 15) (183,710) (125,557)
RETAINED EARNINGS - END OF YEAR 1,680,540 1,475,896

The accompanying notes are an integral part of these consoltdated financial statements.
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Consolidated Ralance Sheet

As at March 31, 2002
(Expressed in Thowsands of U.S. Dollars)

ASSETS

CURRENT ASSETS
Cash and equivalents
Accounts receivable
Inventories (Note 4)

Other current assets

LONG-TERM INVESTMENTS AND ADVANCES (Notes 1 ¢5 5)
PROPERTY, PLANT AND EQUIPMENT (Note 6)
INTANGIBLE ASSETS (Note 7)

LIABILITIES
CURRENT LIABILITIES
Short-term borrowings
Accounts payable and accrued liabilities
Taxes payable
Current portion of long-term debt (Note §)

LONG-TERM DEBT (Note §)
MINORITY INTEREST (Note 9)
OTHER LIABILITIES (Notes 10 ¢5 16)

SHAREHOLDERS' EQUITY

CAPITAL STOCK (Note 14)

SHARE PREMIUM (Note 74)

RETAINED EARNINGS (Note 15)
CUMULATIVE TRANSLATION ADJUSTMENT

Signed on Behalf of the Board

March 31, March 31,
2002 2001
$ $
160,715 96,949
603,661 514,723
588,428 548,443
86,431 78,399
1,439,235 1,238,514
112,230 135,081
407,385 407,090
2,429,482 2,531,548
4,388,332 4,312,233
187,343 192,524
474,529 445,419
131,337 89,693
496,790 127,043
1,289,999 854,679
969,130 1,526,515
162,173 160,043
170,937 179,224
2,592,239 2,720,461
33,089 33,089
291,447 291,447
1,680,540 1,475,896
(208,983) (208,660)
1,796,093 1,591,772
4,388,332 4,312,233

I M\

Ruben Rodriguez, Chairman of the Board

The accompanying notes are an integral part of these consolidated financial statements.
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For the Year Ended March 31, 2002
(Expressed in Thousands of U.S. Dollars)

CASH FLOWS FROM OPERATING ACTIVITIES
Cash provided from operations (Vote )

CASH FLOWS USED IN INVESTING ACTIVITIES
Purchase of property, plant and equipment

Proceeds on disposition of property, plant and equipment

Purchase of long-term investments

Proceeds on disposition of long-term investments
Change in other assets

Change in advances

Cash used in investing activities

CASH FLOWS USED IN FINANCING ACTIVITIES
Short/long-term debt
Repayment of Multicurrency Credit Agreement
Other Borrowings
Other Repayments
Dividends paid to minority interest

Proceeds from issuance of Long-Term Incentive Plan shares

Redemption of Long-Term Incentive Plan shares

Cash used in financing activities

DIVIDENDS PAID
Common shares
Preferred shares of subsidiary
BMRH Founders’ common shares
Long-Term Incentive Plan shares

Total dividends paid

CHANGE IN CASH AND EQUIVALENTS
CHANGE IN CASH AND EQUIVALENTS
DUE TO UNREALIZED FOREIGN EXCHANGE

CASH AND EQUIVALENTS - BEGINNING OF YEAR

CASH AND EQUIVALENTS - END OF YEAR

March 31, March 31,
2002 2001
$ $
551,165 416,971
(54,186) (54,643)
1,788 33,518
(5,673) (6,426)
6,147 21,804
(1,5674) (1,578)
(67) 6,032
(53,565) (1,293)
(140,000) (240,000)
1,862 52,976
(52,941) (74,243)
(3,378) (3,630)
57,475 1,229
(113,296) (1,338)
(250,278) (265,006)
(169,719) (117,533)
(686) (476)
(10,838) (7,506)
(2,467) (42)
(183,710) (125,557)
63,612 25,115
154 (3,052)
96,949 74,886
160,715 96,949

The accompanying notes are an integral part of these convolidated financial statementa.
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Notes to Consolidated Financial Statements
For the Year Ended March 31, 2002

1.

SPECIAL ITEMS

During fiscal year 2002, the Company received $155 million, net after tax witheld, from the settlement
of a claim with the Supreme Court in Mexico related to increases in excise taxes imposed and paid in
1998 and 1999. The net effect on the results of operations for the year ended March 31, 2002, was an

increase in net earnings of $119.4 million (see Supplemental Schedule).

Beginning in the third quarter of fiscal year 2002, Argentina entered a state of economic and political
crisis resulting in a significant devaluation of the Argentine peso. As a result of the devaluation and the
adverse business environment in Argentina, the Company wrote down its investment in Cepas
Argentinas S.A. by $35 million (Note 5, see Supplemental Schedule) which is included in

miscellaneous (expense) income, net.

SIGNIFICANT ACCOUNTING POLICIES

(a) Basis of preparation of financial statements
These consolidated financial statements have been prepared in accordance with accounting
principles generally accepted in Bermuda and Canada. The preparation of consolidated financial
statements requires management to make estimates and assumptions that affect the reported
amounts of certain assets, liabilities, revenues and expenses during the reporting period.

(b) Principles of consolidation
The consolidated financial statements include the accounts of the Company and its subsidiaries. All
intercompany accounts and transactions have been eliminated in consclidation.

(c) Foreign currencies
i) Translation of financial statements

The financial statements of subsidiary companies denominated in foreign currencies have
been translated into U.S. dollars using the current rate method. Under the current rate
method, assets and liabilities are translated at the exchange rate in effect at the balance sheet
date and revenues and expenses are translated at weighted average exchange rates for the
period. Translation gains and losses of these financial statements are deferred as a separate
component of shareholders’ equity and are included in net earnings only when there is a
realized reduction in the net investment.

1) Translation of foreign currency transactions and balances

Transactions in foreign currencies, excluding those transactions that have been accounted for
as hedges, are translated at the rates of exchange prevailing at the dates of those transactions.
Monetary assets and liabilities in foreign currencies, are translated at the rates of exchange
prevailing at the balance sheet date. Gains and losses on translation are included in net
earnings. Transactions in foreign currencies that have been accounted for as hedges are
translated at rates which approximate the rates of exchange of the hedge contracts.

(d) Cash and equivalents
Cash and equivalents include cash and short term deposits with a maturity of less than three months.
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2. SIGNIFICANT ACCOUNTING POLICIES (Continued)

(e) Inventories
Inventories are valued at the lower of cost or market. Cost is determined using the first-in, first-out
(“FIFO”) method, except for certain inventories of Bacardi Corporation, Bacardi U.S.A., Inc. and
Grupo Industrial Bacardi de Mexico, SA de CV, which are determined using the last-in, first-out
(“LIFO”) method. If these inventories had been determined using the FIFO method rather than the
LIFO method, total inventories at March 31, 2002 would have been $24.9 million (2001 - $22.6 million)

higher than reported.

In accordance with generally recognized industry practice, inventories of distilled spirits aging in
bonded warehouses have been included in current assets, although the remaining aging period may
be in excess of one year.

(O Investments
The equity method of accounting is used for investments in 20 to 50 percent owned companies
where the Company has the ability to exercise significant influence. Other investments are carried

at cost.

(g) Intangible assets

Intangible assets include purchased goodwill, trademarks and other intangible assets which in total
represent the excess of the purchase price over the fair value of net tangible assets acquired.
Intangible assets have been amortized on a straight-line basis, over 25 to 40 years. Commencing in
fiscal year 2003 under recently issued Canadian generally accepted accounting principles, the
Company will no longer amortize these intangible assets. On an ongoing basis, management
reviews the carrying value of these intangible assets, taking into consideration any events and
circumstances that may have impaired the carrying value. The amount of impairment, if any, is
based upon estimates of future profitability and written off against earnings for the period.

(h) Minority interest
Minority interest includes preferred shares of a subsidiary company, issued as consideration on
acquisition of the Martini & Rossi group. Distributions on these preferred shares are accrued and
expensed at the relevant coupon rate.

(i) Sales
Revenues are recognized upon passage of title, which occurs when the product is delivered to the point
of shipment or to the customer. Sales in fiscal year 2002 are presented net of excise taxes of $711.8

million (2001 - $782.9 million) and discounts of $658.6 million (2001 - $649.6 million).

(j) Depreciation and amortization
1) Property, plant and equipment is carried at cost and is being depreciated on a straight-line
basis over its estimated useful life, except for land which is not depreciated. Major
replacements and improvements are capitalized. Repairs and maintenance are expensed. The
annual depreciation rates are:

Buildings 2-11%
Machinery and equipment 4-33%
Furniture and fixtures 7-33%

1) Leasehold improvements are amortized on a straight-line basis over the lease period.
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Notes to Consolidated Financial Statements (Consinued)
For the Year Ended March 31, 2002

2. SIGNIFICANT ACCOUNTING POLICIES (Continued)

(k) Employee benefit plans

The Company has a number of different pension and other retirement plans which are designed
and managed according to the rules of various countries in which it operates. The cost of benefits
earned by the employees covered by defined benefit plans is actuarially determined using the
projected benefit method based upon certain assumptions that typically include market based
discount rates and management’s best estimate of salary escalation, service lives of employees and
employee turnover, as well as expected plan investment performance. Because of these
assumptions, the valuation of the pension plan obligations is subject to change. The Company bears
the risk of experience gains and losses against these assumptions. The value of the pension plan
assets will fluctuate as a result of changes in assumptions or experience gains and losses and for
plan amendments that are typically amortized over the expected average remaining service life of
the employees. For some plans, only the excess of the net actuarial gain or loss over 10% of the
greater of the benefit obligation and the fair value of plan assets is amortized over the expected
average remaining service life of the employees. The costs of pension benefits for defined
contribution plans are charged to operations as contributions become due.

(I) Interest rate swaps

The Company enters into interest rate swap contracts to manage the cost of its long term debt
financing. Interest rate swap contracts are used for hedging purposes. Under interest rate swap
agreements, the Company agrees with other parties to exchange, at specified intervals, the
difference between fixed and floating interest rates calculated by reference to an agreed notional
principal amount. The differential between floating and fixed rates on open swap contracts is
recognized as interest income or expense as incurred. Gains and losses on early termination of swap
contracts due to refinancing are included in the carrying amount of the refinanced debt and
amortized as a yield adjustment over the remaining terms of the original swaps. Gains and losses
arising on early termination of swap contracts due to repayment of the underlying debt are
expensed as incurred. The Company carries at market value the portion of the interest rate swap
which exceeds the minimum projected debt and resulting gains or losses are included in net
earnings.

{m) Foreign currency forward contracts, currency swaps and currency options

The Company enters into foreign currency forward contracts, currency swaps and currency
options to hedge its exposures to adverse impacts of foreign currency fluctuations. All foreign
currency forward contracts, currency swaps and currency options that have not matured relating
to the underlying operating transactions that have occurred prior to year-end are marked to
market and the related unrealized gains and losses included in net earnings. Those relating to
underlying operating transactions in future periods are not recognized in these financial
statements. Realized gains and losses are accounted for on the trade-date and are included in net
earnings. Premiums on foreign currency options are recorded so as to match the timing of the
recognition of the item being hedged.

(n) Long-Term Incentive Plan
The Company, through a wholl_y owned subsidiary, Bacardi Benefit Company Limited, has a stock-
based compensation plan, which is described in Note 11. Compensation expense is recognized in
net earnings over the vesting period, to the extent that the exercise price of the stock options
granted is less than the formula-calculated value of Bacardi Benefit Company Limited stock at the
time of grant. Any consideration paid by employees on exercise of stock options or purchase of
stock is credited to share capital. If the stock is repurchased from employees, the excess of the
consideration paid over the carrying amount of the stock cancelled is charged to retained earnings.
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2. SIGNIFICANT ACCOUNTING POLICIES (Continued)

(o) Income taxes

b ned)

Income taxes are recorded using the liability method of accounting. Under this method, current
income taxes are recognized for the estimated income taxes payable for the current year. Future
tax assets and liabilities are recognized for temporary differences between the tax and accounting
bases of assets and liabilities. Future tax assets are also recognized for the benefit of losses available
to be carried forward to future years for tax purposes to the extent that they are likely to be

realized.

The Company and its subsidiaries operate in areas of the world where earnings are both subject to

and exempt from taxation. As a result, there are inevitably tax assessments and issues relating to

taxation which are under dispute in one or more jurisdictions. It is the Company’s policy to make

an adequate provision for such taxes, including an adequate provision based on the Company’s
determination of the expected settlement for tax assessments under dispute, so that the ultimate

resolution of any outstanding tax assessments is not expected to have a material affect on the

Company's financial position or results of operations.

(p) Reclassifications

Certain amounts from 2001 have been reclassified to conform to the 2002 presentation.

3. STATEMENT OF CASH FLOWS

Cash provided from operations is comprised as follows:

(Thousands of U.S. Dollars)

Earnings before minority interest
Items not affecting cash
Future income taxes
Equity earnings net of dividends
Gain on sale of assets
Depreciation
Amortization
Write down of long-term investments
Net change in items related to operations
Accounts receivable
Inventories
Accounts payable and accrued liabilities
Taxes payable
Pension liabilities
Other current assets
Other liabilities

Cash provided from operations
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2002 2001
$ $
449,751 344,866
(5,228) (13,867)
(6,889) (1,518)
(5,737) (37,377)
50,656 42,291
103,640 105,006
35,000 0
(85,145) 50,371
(44,519) (8,784)
29,352 (55,389)
31,116 (3,409)
8,891 5,699
(9,514) (1,947)
(189) (8,971)
551,165 416,971
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4, INVENTORIES

Inventories comprise:

. i T:f r ' e H A . . B
Notes to Consolicated Financizl Stetements (Continued)

2002 2001
(Thousands of U.S. Dollars) $ $
Raw materials and supplies 122,397 121,935
Work-in-progress 158,628 172,086
Finished goods 122,289 72,467
Aging product 185,114 181,955
588,428 548,443
5. LONG-TERM INVESTMENTS AND ADVANCES
Long-term investments and advances comprise:
2002 2001
(Thousands of U.S. Dollars) $ $
Investments at equity 55,669 42,949
Investments at cost:
Cepas Argentinas S.A. (Note /) 22,500 57,500
Sogrape Vinhos SGPS 8,595 8,701
Other 14,036 14,568
45,131 80,769
Advances 11,430 11,363
112,230 135,081
6. PROPERTY, PLANT AND EQUIPMENT
Property, plant and equipment comprise:
Accumulated
Depreciation & 2002 2001
Cost Amortization Net Net
(Thousands of U.S. Dollars) $ $ $ $
Land 17,588 0 17,688 17,572
Buildings 246,694 (120,492) 126,202 128,942
Machinery, equipment, furniture and bixtures 478,983 (296,644) 182,339 172,029
Leasehold improvements and other 126,040 (44,784) 81,256 88,547
869,305 (461,920) 407,385 407,090
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7. INTANGIBLE ASSETS

Intangible assets comprise:

Accumulated 2002 2001
Cost Amortization Net Net
(Thousands of U.S. Dollars) $ $ $ 3
Goodwill - Martini & Rossi group 1,297,289 (488,515) 808,774 860,666
Trademarks and other intangible assets -
DEWAR’S & BOMBAY brands 1,795,685 (178,794) 1,616,891 1,664,450
3,092,974 (667,309) 2,425,665 2,625,116
Other assets - net 3,817 6,432

2,429,482 2,631,648

Goodwill of $1,297.3 million arose as a result of the acquisition of the Martini & Rossi group m 1992
and 1993. This goodwill is being amortized on a straight-line basis over 25 years. Amortization expense

for the year ended March 31, 2002 totals $51.9 million (2001 - $51.9 million).

Trademarks and other intangible assets totalling $1,795.7 million were purchased as part of the
acquisition of the DEWAR'S and BOMBAY brands in fiscal year 1999. The trademarks and other
intangible assets are being amortized on a straight-line basis over 40 years. Amortization expense for

the year ended March 31, 2002 totals $47.5 million (2001 - $46.7 million).

8. LONG-TERM DEBT

Long-term debt comprises:

2002 2001

(Thousands of U.S. Dollars) $ $
Multicurrency Credit Agreement (a) 435,000 575,000
Private Placement Notes (b) 585,000 710,000
Eurobond Notes (c) 250,000 250,000
Other (f) 195,920 118,558
1,465,920 1,653,558
Less: Current portion 496,790 127,043
969,130 1,526,515

The Company intends to enter into a new financing facility during fiscal year 2003 which will give it
the ability to refinance substantially all of its long-term debt maturing through 2006. The terms of this
new credit facility, as they relate to covenants, are expected to be similar to those for the debt currently
in place.

{a) The Company entered into a Multicurrency Credit Agreement (the “Credit Agreement”) with a
group of international banks to finance the acquisition of the DEWAR’'S and BOMBAY brands.
The debt under this Credit Agreement is denominated in U.S. dollars and matures on March 31,
2003 and accordingly has been classified as current. During fiscal year 2002, the Company has
made repayments of $140 million (2001 - $240 million).
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For the Year Ended March 31, 2002

8. LONG-TERM DEBT (Continued)

The Credit Agreement bears interest at three-month Offshore LIBOR plus a 0.375% margin. As
a result of the outstanding interest rate swap contracts described in part (d) below, at March 31,
2002 the effective interest rate was 6.49%.

The Company is required to maintain cértain financial covenants related to the levels of interest
coverage and net debt. In addition, the Credit Agreement places certain restrictions on the
pledging of assets by the Company and its subsidiaries. The outstanding balances under the Credit
Agreement may be repaid, in whole or in part without premium or penalty, on the last day of each
interest period. It is the Company’s intention to continue to pay down the Credit Agreement.

(b) The Private Placement Notes (“the Notes”) consist of $585 million in principal amount of Senior

(c)

Notes held by insurance companies which had an outstanding balance of i) $335 million and i1} $250
million.

1) As part of the refinancing of the purchase of the Martini & Rossi group, the Company issued
Notes in the amount of $460 million of which $125 million Was repaid in August 2001 leaving
an outstanding balance of $335 million. The repayment was partially refinanced with bank
borrowings of $77.8 million included in (f) below. The Notes bear interest at an average rate
of 6.95% and mature between fiscal years 2004 and 2006.

The Company entered into a swap agreement, whereby $100 million of the Notes were
swapped for pounds Sterling 66.3 million, of which $73 million remains outstanding as at
March 31, 2002. The swap agreement, which is for the duration of the debt, also swaps the
dollar denominated interest for pounds Sterling interest.

The Company paid an upfront rate adjustment fee of $9 million for modifying the financial
covenants on the original $460 million Notes, which has been deferred and amortized over
the remaining period to maturity.

As a result of the Sterling swap agreement and the upfront rate adjustment fee, the average

effective interest rate on the Notes is 6.98%.

1)) The $250 million Notes bear interest of 6.83% and mature in September 2008. As a result of
unwinding interest rate swap contracts, as described in part (d) below, the effective interest
on the Notes is 7.85%.

Under the terms of the Notes, the Company is required to maintain certain financial covenants
related to the levels of interest coverage, net debt and net worth. In addition, the Notes place
certain restrictions on sales of assets, investments, business amalgamations and pledging of assets
by the Company and its subsidiaries.

The Eurobond Notes bear interest of 6.375% and mature in August 2003. As a result of unwinding
interest rate swap contracts, as described in part (d) below, the effective interest on the Eurobond

Notes 1s 7.67%.

(d) Concurrent with the draw down of the Credit Agreement, the Company entered into interest rate

swap contracts with a variety of notional amounts, interest rates and maturities in order to
exchange the three-month floating Offshore LIBOR interest rate in the Credit Agreement to fixed
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8. LONG-TERAM DEBT (Continued)

()

®

(@)

interest rates. Due to the refinancing of the Credit Agreement certain of the interest rate swap
contracts were unwound at a cost of $41.6 million which is being accounted for as an interest rate
adjustment to the refinanced debt over the remaining term of the unwound swaps.

The expense associated with unwinding the interest rate swaps related to the debt repaid and
marking to market swaps which exceeds the minimum projected debt totals $9.9 million (2001 -
$2.2 million), which is included in net earnings. The details of the outstanding interest rate swap
contracts as at March 31, 2002 are as follows:

Notional Amount  Period from June 1998  Fixed Rate

(Thousands of U.S. Dollars) $
60,000 5 years 6.110%
375,000 10 years 6.215%
435,000

Certain of the Company's subsidiaries have also entered into additional financing arrangements in
various currencies. The debt bears interest at rates between 2.2% and 14.85%. Certain assets of the

Company and its subsidiaries have been pledged as collateral against this debt. Debt denominated
in foreign currencies totals $139.7 million at March 31, 2002 (2001 - $115.5 million).

Interest on long-term debt totals $110.5 million for the year ended March 31, 2002 (2001 - $127.1

million).

The following debt repayment schedule sets out the annual repayments as per agreements:

(Thousands of U.S. Dollars) $
March 31,2003 496,790
2004 474,043
2005 33,665
2006 155,119
2007 50,6565
Thereafter 255,648
1,465,920

9. MINORITY INTEREST

Minority interest includes preferred shares of a subsidiary which were issued on the acquisition of the
Martint & Rossi group. The Preferred Shares have a face amount of Euro 125 million ($153 million at
historical rate), a cumulative annual coupon of 3.2% and an initial redemption date in May 2003. The

Preferred Shares are redeemable at the sole option of the Company for a two-year period after the
initial redemption date (subject to the right of the holders of such Preferred Shares to postpene such
redemption for up to five years following such date). The dividend rate increases (i) to 7% for the 120-

day period following the date on which the series first becomes redeemable, and (i) upon the

expiration of such 120-day period, to a floating rate equal to 300 basis points above the LIBOR rate

for six month Euro deposits. In the event that the holders postpone the redemption date, the 7%

dividend rate is extended until the new redemption date.

N
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10. OTHER LIABILITIES

Other liabilities comprise:

2002 2001
(Thowsands of U.S. Dollars) $ $
Employee benefit liabilities 112,433 103,542
Other liabilities ‘ 58,504 75,682
170,937 179,224

The Company has a number of different pension and termination indemnity plans, as well as other
retirement benefit plans in the various countries in which it operates. Pension and termination

indemnity benefits are based primarily on years of service and employees’ earnings near retirement.

Information about the non-funded pension and termination indemnity plans and other non-pension
retirement benefit plans maintained by certain of the Company's subsidiaries are as follows:

2002 2001
(Thowsands of U.S. Dollars) $ $
Present value of pension plan benefits 83,659 77,388
Present value of non-pension plan benefits 38,274 35,605
121,933 112,893

Portions of the present value of these benefits are accrued in the Company's books as follows:

2002 2001
(Thowsands of U.S. Dollars) $ $
Accrued pension liabilities 71,763 65,334
Accrued non-pension liabilities 23,181 20,480
94,944 85,814
Pension expense 7,826 7,658
Non-pension expense 4,370 4,199
Total expense 12,296 11,857
Weighted average discount rate for present value of benefits:
Pension plans 6.7%
Non-pension plans 7.2%
Weighted average salary rate/ultimate medical inflation rate:
Pension plans 3.5%
Non-pension plans 5.0%

Certain of the Company's subsidiaries maintain funded pension plans for which the total liability
recognized by the Company is $17.5 million as at March 31, 2002 (2001 - $17.7 million). The assets are
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10. OTHER LIABILITIES (Continued)

11.

held separately by the plans and include equities and bonds. Information about these pension plans of
the Company’s principal subsidiaries is as follows:

2002 2001
(Thowsands of U.S. Dollars) $ $
Pension plan assets 211,804 218,649
Present value of plan benefits 245,238 232,705
Funded status — overall surplus (deficit) (33,434) (14,056)
Pension expense 10,715 10,005
Benefits paid 9,069
Company contributions 10,889
Weighted average discount rate for present value of benefits 7.5%
Weighted average rate of compensation increase 5.6%
Weighted average expected long-term rate of return on assets 8.3%

The aggregate fair value of pension plan assets and the present value of plan benefits included above
in respect of plans where assets are less than the present value of plan benefits are $149.1 million and

$193.1 million, respectively (2001 - $114.7 million and $143.9 million).

LONG-TERM INCENTIVE PLAN

In 1997, the Company implemented a Long-term Incentive Plan (the “Plan”) to provide incentives for
selected senior executives to achieve long-term business goals of the Company and its shareholders. The
Plan allowed for a maximum of 2,500,000 units to be issued during the life of the Plan. Under the Plan,
units were granted April 1st, vested at the rate of 20% per year and expired on the tenth anniversary from
the grant date. Once a unit was vested, it entitled the holder to receive upon exercise, an amount in cash
equal to the excess of the fair market value, as determined by a pre-set formula, and the exercise price.

Effective April 1, 1999 the Company amended the original Plan. The terms of the amended Plan are
similar to the original Plan except that the Plan participants receive stock options in a wholly owned
subsidiary, Bacardi Benefit Company Limited (“BBC”); and upon exercise of the option to purchase
shares, the participant must hold the shares for 2 minimum of six months before the shares can be put
back for redemption at the fair market value as determined by the pre-set formula. The stock options
represent the right to acquire BBC shares, which mirror all of the rights of the Company’s common
shares except that they have no voting rights. Under the amended Plan, the Company exchanged the
units issued under the original Plan and issued stock options to acquire an equivalent number of shares
of BBC. These stock options carry the same exercise price and accumulated vesting benefits as the
original awards. Under the amended plan, options are granted on April 1st, vest at the rate of 20% per
vear and expire on the tenth anniversary from the grant date. The fair value of the BBC shares is
determined using a formula that takes into consideration the Company’s net earnings, as determined
under the terms of the Plan, and the price/earnings multiple for the Company’s peer group, adjusted for
the difference between the Company’s three-year compounded annual growth rate for sales and net
earnings versus the peer group’s growth in sales and net earnings.
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11. LONG-TERM INCENTIVE PLAN (Continued)

The following table summarizes the award activity under the original Plan:

2002 2001
Weighted Weighted
# of units average # of units average
Outstanding  exercise price Outstanding  exercise price
Outstanding at beginning of year 1,500 $96.50 7,020 $96.50
Exercised (1,500) $96.50 (5,520) $96.50
Qutstanding at end of year 0 1,500 $96.50
Exercisable at year-end 0 1,500 $96.50

The amended Plan includes 1,149,950 options that were granted as replacement awards for units
cancelled under the original Plan during the year ended March 31, 2000.

The following table summarizes the stock options issued under the amended Plan:

2002 2001
Weighted Weighted

# of options average # of options average

Outstanding exercise price Qutstanding  exercise price
Outstanding at beginning of year 1,438,640 $104.30 1,183,300 $99.71
Granted 125,600 $218.00 332,350 $119.70
Cancelled (23,600) $109.96 (65,860) $100.70
Exercised (520,226) $99.59 (11,150) $97.07
Outstanding at end of year 1,020,414 $120.57 1,438,640 $104.30
Exercisable at April 1 559,004 $108.25 788,090 $100.29

The following table summarizes information about stock options outstanding at year end:

Stock Options # of options # of options

expiring April 1 Outstanding  Exercisable as at April 1, 2002 Exercise price
2007 228,564 228,554 $96.50
2008 158,570 105,260 $96.50
2009 192,835 92,215 $110.00
2009 25,640 9,620 $96.50
2010 279,215 94,235 $120.00
2010 10,000 4,000 $110.00
2011 125,600 25,120 $218.00

1,020,414 559,004

At March 31, 2002, the weighted average remaining contractual life of the options outstanding under
the amended Plan 1s 6.93 years (2001 - 7.31 years).

During the year, the Company recognized compensation expense of $607,000 (2001 - $985,000) in

respect of stock options issued at an exercise price less than the formula-calculated fair market value.
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11. LONG-TERM INCENTIVE PLAN (Continued)

12.

13.

14.

During the year, the Company recognized a charge to retained earnings of $58.3 million (2001 — $151,000).
This charge represents:

(a) the excess of consideration paid by the Company over the carrying amount of the BBC shares
repurchased and cancelled relating to the 520,226 (2001 - 11,150) stock options exercised during the
year; and

(b) dividends paid to the employees while the shares were issued and outstanding.

If all units exercisable at April 1, 2002 were to be exercised and subsequently repurchased at the
formula-calculated value of Bacardi Benefit Company Limited stock at April 1, 2002, the net cash
outflow of the Company would be approximately $102 million (2001 - $93 million).

FOREIGN CURRENCY FORWARD CONTRACTS

The Company uses foreign currency forward contracts, currency options and currency swaps to hedge the
effects of exchange rate changes on certain cash flow exposures denominated in foreign currencies. These
exposures result from group operating activities in foreign currencies. The Company does not use foreign
currency forward contracts, currency options or currency swaps for trading or speculative purposes.

The Company held foreign currency forward contracts, currency options and currency swaps, which
mature at various dates within the following fifteen months, to purchase and sell foreign currencies
with a notional amount of $84.1 million and $307.7 million, respectively, at March 31, 2002 (2001 -
$63.3 million and $166.2 million, respectively). The unrealized net loss is $1.4 million at March 31,
2002 (2001 - $2.6 million net gain). The market risk related to foreign currency forward contracts is
offset by changes in the valuation of the underlying items being hedged. The Company is exposed to
foreign currency gains or losses to the extent that the timing or amount of the anticipated cash flow
does not coincide with the maturity or amounts of the related foreign currency forward contracts.

CREDIT RISK

Financial instruments which potentially subject the Company to concentrations of credit risk or
counter-party risk principally consist of cash and equivalents, trade receivables, pension plan assets,
currency and interest rate swaps, currency options and foreign currency contracts. The Company's
credit risk or counter-party risk on foreign currency contracts, currency options and currency and
interest rate swaps is the replacement cost at the then estimated fair value of the instruments. The
Company places its cash and equivalents, pension plan assets, currency and interest rate swaps,
currency options and foreign currency contracts with high credit quality financial institutions and, by
policy, limits the amount of credit exposure to any one financial institution. Credit limits, ongoing credit
evaluation and account monitoring procedures are utilized to minimize credit risk of trade receivables.

CAPITAL STOCK AND SHARFE PREMIUM

(a) Authorized share capital
The authorized common share capital of the Company is 24,000,000 shares with a par value of
$1.40 per share.

As part of a reorganization in 1992, the shareholders of Bacardi Corporation were offered the
option to exchange their common shares for Bacardi Corporation Series A preferred shares. These
Series A preferred shares are non-voting and are convertible, at any time, at the option of the
holder, to common shares of the Company on a one-for-one basis. Dividends on the preferred
shares are cumulative at a rate equal to the per share rate of dividends and other distributions paid
to the holders of the common stock of the Company. As at March 31, 2002 and March 31, 2001,
the Company has reserved 94,998 common shares for issuance upon conversion of the Bacardi
Corporation Series A preferred shares.
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Financial Instruments. This standard requires that all financial instruments, or its component parts, be recorded as a liability or equity depending on the substance of the instrument rather than its stated legal
form. In fiscal year 2003, the provisions of this standard will require retroactive application and thus affect previously reported amounts when these are presented as comparative financial statements.

settled. Due to the retroactive adoption, comparative consolidated financial statements must be recast as if this accounting treatment was in effect from the original issuance of these shares. The effect of the
adoption of this standard in fiscal year 2003 as it relates to the BMRH Founders’ common shares for the fiscal year 2002 comparative amounts will be as follows: net earnings will be reduced by $62.0 million;
current liabilities will be increased by $265.6 million; and, shareholders’ equity will be decreased by $265.6 million. The impact of this new standard on the Company’s fiscal year 2003 results cannot be
determined at this time.

Note 14 (a) continued: Effective April 1, 2002 (i.e., for fiscal year 2003), the Company will be required to follow the provisions of the Canadian Institute of Chartered Accountants (“CICA”) standard on
The provisions of the BMRH Founders’ common shares will require these shares to be classified as a liability and recorded at the redemption price until such time as the put right expires or is exercised and

Notes to Consolidated Financial Statements (Continued)
For the Year Ended March 31, 2002

14, CAPITAL STOCK AND SHARE PREMIUM (Continued)

On May 7, 1993, Bacardi-Martini & Rossi Holdings N.V. (‘BMRH"), a wholly-owned subsidiary,
issued 1,501,130 common shares (“BMRH Founders' common shares”) to former Martini & Rossi
shareholders. The dividend rate is equal to that paid on the common shares of the Company. The
shares are convertible, solely at the option of the Company into shares of common stock of the
Company on a one-for-one basis. Holders of BMRH Founders’ common shares are entitled to
cause BMRH to purchase all or any portion of their shares at any time up to December 31, 2003
and for a limited period following the occurrence of certain events. If the shares are not redeemed
by December 31, 2003, and the occurrence of certain events does not take place, the BMRH
Founders’ common shares will remain as a component of shareholders’ equity. The purchase price
is calculated by dividing ten times the consolidated net earnings of the Company by the total
outstanding shares of the Company (inclusive of the Bacardi Corporation Series A preferred shares
and the BMRH Founders’ common shares). Had the shares been redeemed at March 31, 2002, the

redemption would have resulted in a charge to retained earnings for the purchase price premium.

In light of the conversion and dividend rights of the Bacardi Corporation preferred shares and
BMRH Founders’ common shares, they are treated as shareholders' equity of the Company for
purposes of these consolidated financial statements.

{b) Outstanding share capital
Capital Stock ~ Share Premium
(Thousands of U.S. Dollars) $ $

Common shares:
Balance as at March 31, 2002 and March 31, 2001
— 23,506,653 common shares issued and outstanding 32,908 121,451

Preferred shares:
Balance as at March 31, 2002 and March 31, 2001
— Bacardi Corporation Series A shares,
$0.01 par value, 125,000 shares authorized,
94,998 issued and outstanding 1 176

BMRH Founders’' common shares:
Balance as at March 31, 2002 and March 31, 2001
—  Euro 0.10 par value, 1,501,130 common shares
authorized, issued and outstanding 180 169,820
Total share capital 33,089 291,447

15. RETAINED EARNINGS

Included in consolidated retained earnings is approximately $445 million at March 31, 2002 (2001 -
$276 million) of retained earnings of certain subsidiary companies which, if repatriated, may be
subject to withholding taxes at various rates. In addition, included in the Company's share of the
Martini & Rossi group net assets acquired are pre-acquisition retained earnings which, if repatriated,
may be subject to withholding taxes. Due to the various withholding tax rates in the countries involved
and the options available to the Company to limit this tax exposure, the amount of such withholding
taxes is not quantifiable. Accordingly, liability for withholding taxes will be accrued in the period that
both repatriation is considered likely and the tax exposure can be estimated.

The Company’s by-laws require the Company to pay aggregate annual cash dividends on its common
stock (including for this purpose the Bacardi Corporation preferred shares described in Note 14)
equal to at least 50% of the Company's total consolidated net earnings after taxes for the preceding
fiscal year. The BMRH Founders’ common shares provide for a per-share annual dividend rate equal
to that paid on the Company’s common shares.
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Notes 1o Comnso-idated Financia: Staterenis (Continuned)

For the Year Ended March 31, 2002

16. INCOME TAXES

Major components of the provision for income taxes are as follows:

2002 2001
(Thowsands of U.S. Dollars) $ $
Current tax 159,106 67,417
Future income tax (5,228) (13,777)
153,878 53,640

Current tax in fiscal 2002 includes amounts related to Mexico excise tax refund. Included in Taxes
Payable and Other Liabilities are future income tax assets of $28.8 million (2001 - $25.0 million).

17. GUARANTEES AND ENDORSEMENTS

Certain subsidiaries of the Company have provided guarantees and endorsements to third parties in
the aggregate amount of $102.1 million.

In addition, certain subsidiaries of the Company have entered into purchase commitment agreements
with third parties in the aggregate amount of $55.3 million.
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For the Year Ended March 31, 2002
(Expressed in Thowsands of U.S. Dollars)

2002
2002 Special Excluding 2001
As Reported Items (a) Special [tems  As Reported
$ $ $ $

SALES 2,861,097 109,108 2,751,989 2,692,862
COST OF SALES 962,545 - 962,545 982,293
GROSS PROFIT 1,898,552 109,108 1,789,444 1,710,669
SELLING, GENERAL AND

ADMINISTRATIVE EXPENSES 1,164,282 31,012 1,133,270 1,087,884
EARNINGS FROM OPERATIONS 734,270 78,096 656,174 622,685
OTHER INCOME (EXPENSES)

Interest income 132,368 127,869 4,499 8,850

Interest expense (128,800) - (128,800) (154,557)

Amortization expense (103,640) - (103,640) (105,006)

Miscellaneous (expense) income - net (30,589) (38,194) 7,605 26,534

(130,661) 89,675 (220,336) (224,179)

EARNINGS BEFORE INCOME TAXES

AND MINQCRITY INTEREST 603,609 167,771 435,838 398,506
PROVISION FOR INCOME TAXES 153,878 82,004 71,874 53,640
EARNINGS BEFORE

MINORITY INTEREST 449,731 85,767 363,964 344,866
MINORITY INTEREST 5,556 1,398 4,158 4,375
NET EARNINGS 444,175 84,369 359,806 340,491

(a) Special items include the Mexico excise tax refund and the write down of investment in Argentina.
See Note 1 of the notes to the consolidated financial statements.
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.aunched in 2000, the new DEWAR'S White Labe! Scoteh whisky bottle is o

proprietary, and has been designed to be more premium and

mascuhne in shape and feel. The Highlander has been redravwn, made

larger, is now in full colour, and placed behind the name 1o give the brand more

energy and dynamlsm Estd. 1846 has been embossed on the shoulders

of the pack to add both depth and authenticity to the brand.

BY APPOINTMENT TO

SCOTCH WHISKY DISTILLERS

HER MAJESTY THE QUEERN

JOHN DEWAR

& SONS LTD PeRyH
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Country: France
City: Paris
Exposition: Exposition Universelle
Date: 1889
Award: Bronze and Gold Medal

Country: France
City: Paris
Exposition: Exposition Universelle
Date: August 18, 1900
Award; Grand Prize

Country:

City:

Exposition:

Date:
Award;

United States

of America

St. Louis
Louisiana Purchase
Exposition

1904

Grand Prize

Hv&,

Country:
City:
Exposition:
Date.
Award.

Country:
City:
Exposition:

Date:
Award:

Great Britain
Edinburgh
International Exhibition
1890

Diploma of Honour
and Gold Medal for
High Quality and
Skillful Blending

Belgium

Liege

Exposition Universelle
et Internationale

1905

Grand Prize Diploma

{ 7
| peig
ZORIGH TTES ad
; DAS PREISGERICHT DER ABTEILUNG GETRANKE HAT
e e e Lt e e - —
! i o
20RITY, DEN S0 STN 1250
'R DAS ORGAN ISATIONSKOMITEG
o 7Rl emewmnia Zhinenda
i 2
===
'
Co«mtvry- Egypt Country. Switzerland
‘C?ty; Cairo ‘ City: Zurich
Exposition: [nternfst.mnal Fxposition: Kochunst Asstellung
Exposition of Date: June 30, 1930
Progress Award: Gold Medal
Date: 1895
Award: Gold Medal



lurzraaTIoNAL - EXEIBITION

Country: Great Britain .~ |NpVSTRY: SCIEMCE & ART  °
Exposition: Ango-Danish Exhibition +-EDINBYRGH- !
Date: May 1888 HER MASTT T QVEEN %n N RH e PRINCT of WALER> ‘
Au)ard Go]d Medal r";‘ﬁl‘jﬁlAiNﬂrfﬂ‘u HOHM The MAPQVKDkd LOTHIANS -

Country: Great Britain
City: London
Exposition: Universal Cookery and
Food Exhibition
Date: 1888
Award: Silver Medal for Excellence

of their Exhibit

) Country: Great Britain
ST City: Edinburgh
P Exposition: International Exhibition
of Industry, Science and Art
Date: 1886
Award: Silver Medal and Diploma of Merit

John Dewar's Signature from original documentation.

Country: Belgium
City: Antwerp
Exposition: Exposition Universelle
Date: August 30, 1894
Award: Gold Medal Diploma
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Country: Jamaica
City: Kingston
Exposition. International
Exhibition
Date: 1891

Award. Certificate of
Honour and Gold Medal for Whiskies

e S
FINEST ScozeH WHISKY

"White Labe!

D

. i
Established 1846 §

DISTILLED BLENDED AND BOTTLED BY

e B dohn Dewar & SonsLtd |

PERTH SCOTLAND

- .—nﬁ‘c’

f

| S X
DISTILLED BLENDED AND BOTTLED : & o % :
IN SCOTLAND 3
Cernipcare,, MER"'
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B

PAWARDED TO Wainkus Livn e
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Cmour
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rue
DBrwars Dok Abivma,

Country: Belgium
City Brussels
Exposition: Exposition
Internationalle
Date: July 25, 1893
Award: Grand Prize
of Excellence

and Gold Medal

AR

Country: Australia
City: Brisbane
Exposition. Queensland International Exhibition
Date: 1897
Award: Certificate of Merit and
Two Gold Medals
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PERTH SCOTLAND T S

DISTILLED DLENDED AND DOTTLLD
IN SCOTLAND
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Ruben Rodriguez
Michel Recalt

Guillermo E. Garcia-Lay
Simon Gould

Ralph Morera

Francisco Carrera-Justiz
Ronald W. Stan

Atul Vora

Eloy A. Castroverde
Kenneth J. Sutter
Barbara E. Johnson
Gail A. Butterworth

President e5 Chief Executive Officer

Senior Vice President — Marketing 3 Corporate Development
Senior Vice President — Operations ¢3 Quality Control
Senior Vice President — Human Resowrces

Vice President Finance and Chief Financial Officer

Vice President

Vice President — Information Services

Assistant Vice President Finance

Treasurer

Controller

Secretary

Assistant Secretary <3 Director of Sharebolder Relations

Regional Presidents and Other Senior Executives

Angel Fernandez
Javier Ferran
Giorgio Ferrero
Robert Furniss-Roe
Alfredo Piedra
Eduardo M. Sardifia

Directers and Alternates
Victor R. Arellano, Jr.
Facundo L. Bacardi

J. Alberto Bacardi

Joaquin E. Bacardi Sr.
Jaime Bergel

Francisco Carrera-Justiz
Manuel J. Cutillas

Adolfo L. Danguillecourt
Sergio Danguillecourt
Mario L. del Valle, Sr.
Michelle Dorion

Guillermo J. Fernandez-Quincoces
Archibald R. McCallum
Jay H. McDowell

Eduardo M. Sardifia

Ruben Rodriguez *

* Chairman of the Board of Directors

Regional Director — Cenéral/South America
Regional President - European Region
President - Bacardi International Limited
Regional Director - Asia Pacific Region
President - Bacardi Global Brands, Inc.
Regional President - North American Region

Victor R. Arellano

No Alternate

Toten A. Comas Bacardi
Jorge E. Bacardi

Juan Alvarez-Guerra
Ignacio de la Rocka
Amaro Argamasilla Bacard:
No Alternate

No Alternate

Toten D. Bacardi
Theodore C. Walker
Virginia N. Robitaille
Robert A. O’Breen
Guillermo Quirch

Joan N. de Hechavarria
No Alternate

COMHMITTEES - BOARD OF DIRECTORS

Audit Cornmittes

The Audit Committee recommends engagement of the Company s
independent auditors and is primardly responsible for approving
the services performed by the Companys independent and internal
auditors and for reviewing and evaluating the Companys
accounting policies and its internal control structure.

Joaquin E. Bacardi, Sr.
Toten D. Bacardi
Sergio Danguillecourt
Joan N. de Hechavarria
Michelle Dorion
Archibald R. McCallum
Jay H. McDowell **

Nominating & Governance Committee

The Nominating 3 Governance Commuttee assiot the Board of
Directors in identifying, recruiting and providing candidates who
would become nominees for the future election to the Board of
Directors by the Shareholders. The Commuttee s also responsible

for assessing the performance of the Board of Directors and its

individual members and Alternates.

Victor R. Arellano, Sr.
Facundo L. Bacardi

Toten A. Comas Bacardi
Adolfo L. Danguillecourt *#
Ignacio de la Rocha

Ruben Rodriguez (ex officio)

#** Committee Chairperson
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In one of the most rousing
developments in our markets in living
memory, the Company has formed an
agreement regarding the use of its
trademarks by Anheuser-Busch, Inec.
for an exciting new entry in our

portfolio called BACARDI SILVER.

This follows the emergence of a new

YOUR NIGHT JUST GOT MORE INTERESTING™

Sty

Jin-2

]
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. PREMIUM MALT BEVERAGE WITH THE
NATURAL FLAVORS OF BACARDI RUM AND CITRUS

T

DR AYRGL, W
o OuNCE
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category in the United States, referred
to as spirit-branded flavored alcohol
beverages (FABs), which had reached
sales above 75 million cases by the end
of calendar year 2001.

BACARDI SILVER is
strategically intended to represent a
stand-alone business opportunity that
will leverage the strength of the
BACARDI Trademark and the world-
class marketing and advertising of

Anheuser-Busch, Inc. Sold through the
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“YOUR NIGHT JUST GOT MORE INTERESTING”

Anheuser-Busch, Inc. distribution
network, which reaches twice as many
retail outlets as spirits, BACARDI
SILVER leverages one of the largest
distribution networks in the United
States.

The introduction of BACARDI
SILVER was fashioned as a national

event. BACARDI SILVER was
launched in key trend-setting venues in
Chicago, Los Angeles, New Orleans,
New York, and Miami as part of a well-
orchestrated marketing plan to create
word-of-mouth buzz before the national
rollout on February 18, 2002.

The new BACARDI SILVER
brand will compete against other “malt-
alternative” beverages in bars and

restaurants and on retailers’ shelves.

BACARDI SILVER is being

supported by a marketing budget of
nearly $60 million that includes
advertising and media, sales
promotional items and merchandising.
Media support includes national
television, print, radio, outdoor, and
Internet advertising produced by
Momentum, in St. Louis, Missouri. In

addition, a full line of point-of-sale and

promotional items support the brand,
including cooler stickers, table tents,
metal signs, mirrors, and wall
projectors that beam the image of the
BACARDI SILVER trademarks.

Clear bottle packaging features the
BACARDI SILVER and Bat Device
trademarks in black and silver. The
BACARDI Bat Device appears on the
label and crown, and is embossed at the

neck of the bottle. The Bat Device
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offers worldwide consumer recognition
and is often interpreted as a symbol of
mystery and intrigue, as well as the
Company's hard-earned reputation for
consistent quality.

BACARDI SILVER is 5% alcohol
by volume and is produced at

Anheuser-Busch’s Baldwinsville, New

York brewery. Anheuser-Busch Inc.,
the world's largest brewer, and Bacardi
U.S.A,, Inc. each bring more than 130
years of experience to this world-class
relationship.

The Company has high hopes for
BACARDI SILVER. The reception it
has received so far suggests that our

confidence is well-placed.
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BACARDI Carra Blanca and
BACARDI Gold are the world's
party spirits. In Mexico,
promotional highlights include
“the power of ZUZU", which is
the spirit of BACARDI that lives
within each of us. In Sydney,
Australia the Bacardi Latino
Festival, a nine-day event that
hosts 100,000 people, targets on-
premise outlets surrounding

Darling Harbor.
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Campaigns for DEWAR'S WHITE LABEL enhance the

quality perception surrounding the brand. In Greece. design AAHOINOL ®IAQL
re-energizes the brand franchise by making entry-Jevel ; ;

consumers “confident and proud” of their chosen brand.

In the United States, the Highlander campaign reinforces the

Highlander Device as the brand icon.

AAHOINOL RIKHTHE

Y . T
TRUF Domn

AAHOINH FEYEH

ALWAYS TAUE

AAHOINH ILTOPIA

ALWAYS TRUE ALWAYS TRUE

GREECE

¢ add waler.
A sﬁpg wakes up the whisky.
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BOMIBAY SA
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(())]‘(/E\D BOD’KI}A\' SAPPHIRE gin
Ll advertisements have been
digitally photographed and
new elements woven into
the background to freshen
the U.S. campaign.
Promotionally, the brand
hosts Martini glass
competitions in keeping with
its commitment to the design
wOr!d, ﬂ.nd has Y SPeCtEICUIar
display at Heathrow of a
SAPPHIRE branded fish
tank communicating a cool
ail’ Of m}'slci:)’.

Vated the best-blended

Scotch whisky in the world,

DEWAR'S 12 Year Old Scotch whisky is
targeted at the top end of the market and
promoted to encourage brand recognition

and awareness. Advertisements establish a
super-premium image for the brand and lay the
groundwork for favorable word-of-mouth.
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STATES The target market for BACARDI O is
trend-setting clear spirit drinkers.
- “Are You Type O7" advertisements have
- visually enhanced the BACARDI
trademark among
o T R e~ clear spirits
- drinkers. The
- campaign look
- fom is sleek,
! T : Caes - contemporary
el ’ P " @ and aspirational.
) ? i i e ‘ Arevoutype 02 ] VUt e Qe .
i — | UNITED STATES
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Around the world Bacardi makes connections with
its consumers in a very intense way through exciting
promotional events, well designed public relation
activities, and the magic of outstanding, innovative
advertising. Promoting and marketing the
Company's brands around the world requires a
massive and diverse effort.

This report showcases a small cross-section of
our print, television, and cinema advertising. You
will be familiar with many of the images, which offer

a glimpse into the creativity that underpins our &

promotional activities.

%}@

“ections
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Different countries, different products, different
approaches ... but a shared motive and a uniform
| dedication to quality. For our brands, as in life,
image is critical. Our marketing activities creatc
and nurture the style that defines our brands.
As Bacardi enters a new age of excellence, we
strive to keep our brand images more than

current and utterly memorable.
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. get more - ¢ The latest commercial in the U.K. takes
Interestlng, : © “Tom Cat” campaign to a new level. In
: Brazil, a variation of the “Interview”
commercial was filmed to caprure the
local mood. [n the Netherlands, the
Royal wedding of Prince Willem-
Alexander and his Argentinean fiancée
Maxima was commemorated by draping
the Bacardi-Martini building with the
new Cranberry BREEZERS campaign
in the style of Christo.

=%
PLELL

The current BACARDI SILVER
campaign includes advertising and media, sales
promotional and merchandising efforts. Media support
includes national television, print, radio, outdoor and
Internet advertising. A full line of point-of-sale and
promotional items supports the brand.

UNITED STATES
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BNl W L L X

= The BACARDI Limén
campaigns include non-
traditional rum imagery and
usage. They are designed to source volume
not only from vodka, but from all clear
spirits. These image-driven
campaigns are being
showeased in lifestyle and
fashion
publications.

The trave! retail
campaign tocus for
BACARDI 8is to
boost trial and
brand awareness.
Promotions in
Spain target a
specific area with
an array of
activities to
increase
comsumption of
both BACARDI 8
and 5 rum while
transmitting
product attributes
and rhe appealing
BACARDI image.

UNITED STATES

UNITED KINGDOM BRAZIL

NETHERLANDS

BACARD]Reservawarmsupthenightin l'lllll.llllllll]l"lil"llll' ||||||lll|l"l|'|ll
Italy with its fiery campaign, “Brucia La e . - v 7 Coh R
Notte." This soctable and sensual campaign : ‘ d
promotes the “freedom of expression” that
BACARDI brings to the party. Brand
AWAreness largets include emerging and
established nightclubs and bars in key cities.
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BACARDI Solera is being repositioned from a brand for “special
T

moments” to a less limited consumption profile. A new bottle and label
will be introduced as part of the rebranding.
Promotional activities for BACARDI
Solera have been targeted to key
distribution channels such as
price clubs and self-service
stores.

Sanra o

B ]
1enanniind MEXICO

After a successful advertising transition to the “Saber Vivir"
campaign, preparations are under way for a re-launch. The new
positioning for BACARDI Asiejo will leverage its Cuban heritage.
New packaging and a sophisticated advertising campaign will start this year, J Gl - T =
communicating the Latin and passion-for-life values typified by BACARDI Agejo. k ) e b oo s RN AN
i pesssnssnns

L.
ssnssppend

Bacardi Limited's Brand Portfolio conviats of over 250 brands and labels. Just a small selection of their advertiving and pr { activities is represented here,
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MR

MARTIN]I has developed a new Pan-European
advertising campaign, capturing the unique
MARTINI Moment, in order to seduce its
consumers into its siylish world.
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PAGE {2

BACARDI Mojito

3 parts BACARDI Carta Blanca rum
12 mint leaves

2 a lime

2 davhes bitters

Simple syrup

Place 12 mint leaves and /2 a lime in
a glass. Crush well. Add 2 dashes of
bitters and cover lime with simple
syrup and fill glass with ice. Add
BACARDI Carta Blanca, top off
with club soda, stir well and garnish
with sprigs of mint or a lime wheel.

PAGE 15

A

PE—
LIMON Cosmopolitan
4 parte BACARDI Limdn ram

2 parts cranberry jutce

2 parts COINTREAU ligneur
1 part lime juice

1 part simple syrup

Shake with cracked ice;
strain into a chilled cocktail
or martini glass. Decorate
with orange peel.

BACARDI 8 Hemingway

3 parts BACARD! & rum
1 part maraschino

2 parts grapefruct juice

3 davhes lemon juice

Mix all ingredients in a shaker
with crushed ice. Serve in a
cocktail or short glass. Decorate
with a cherry.

PAGE 16
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BACARDI-MARTINI

Presidente

7 parts BACARDI Gold rum
3 parts MARTINI Roswo vermouth

Mix all ingredients in a mixer.
Serve in a martini glass, garnish
with a twist of lime or orange
peel. Optional to decorate with a
Cherl’:y.
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SAPPHIRE Sling

{ part BOMBAY SAPPHIRE gin
2 parts cherry brandy

{ part freshly squeezed lemon juice
Club Soda

Shake first three ingredients
with ice and strain into ice-filled
glass, and then top off with club
soda. Add sugar to taste.
Garnish with lemon wedge.

DEWAR'S 12 Year Old
on the Rocks

1 part DEWAR'S 12 Year 010
Secoteh whisky
fee

Pour DEWAR'S 12 over ice into
rocks glass,
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SAPPHIRE Summer

2 parte BOMBAY SAPPHIRE gin
1 part lime cordial

3 parts cranberry juice

3 parts apple juice

1 part cherry brandy

2 part simple ayrup

Fill glass with ice. Shake all
ingredients with ice and strain
into glass. Garnish with apple
slice and refreshing summer fruit.
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Perfect MARTINI Manhattan

1412 parts MARTINT Rowso vermouth
12 parts MARTINT Dry vermouth
7 parts DEWAR'S WHITE LABEL
Scoteh whisky

Mix all ingredients in a mixing
glass with plenty of ice. Serve in a
martini cocktail glass and decorate
with a Cherry.
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BACARDI Daiquiri

3 parts BACARD{ Carta Blanca ram
1 part lime or lemon juuwe
2 teaupoon sugar

Mix all ingredients in a shaker or
blender with ice and strain into a
chilled cocktail glass or serve on
the rocks.
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BACARDI Pifia Colada

3 parts BACARDI Carta Blanca rum
1 part pineapple juice
1 part coconut pulp

Mix all ingredients in a blender
with ice and pour into a chilled
cocktail glass. Decorate with
pineapple cubes and a cherry.
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DEWAR'S & Ginger Ale

{ part DEWAR'S WHITE LABEL
Scoteh whisky
3 parts Ginger Ale

Place ice in serving glass, Add

contents, stir gently and decorate
with lime.
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MARTINI Orange Delight
1 part MARTINT Bianco vermouth

3 parts orange juice

Fill a long glass with ice, add
MARTINI Bianco vermouth and
top off with fresh orange juice.
Decorate with orange wheel.

The following are registered trademarks: BACARDI, BACARDI JAZZ, BACARDI O, BACARDI RIGO, BACARDI SILVER, the Ball and Bar logo, the Bat Device, BENEDICTINE, BOMBAY, BOMBAY SAPPHIRE, BOSFORD,
BREEZER, CAMINO REAL, CASTILLO, CHARLES VOLNER, DEWAR'S, DUVAL PASTIS, ERISTOFF, ERISTOFF ICE, the Hightander Device, MARTINI, MARTINI & ROSSI, MARTINI D'ORO, MARTINI FIERQC,

PEPPERMINT GET, REV, RUSSIAN PRINCE, VIEJO VERGEL, WHITE LABEL, WILLIAM'S LAWSON'S. All trademarks shown are registered.
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PO. Box HM 720, Hamilton HM CX, Bermuda Telephone: 441-295-4345 Fax: 441-292-0562
www.bacardi.com www.martini.com www.dewars.com www.bombaysapphire.com




